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Harvests are Large 7 


in Indiana 


and the up-to-date farmers in that rich and fertile State are enjoying 
the fruits of such harvests. The farmers have the advantage of one 
of the most complete rural free delivery systems in the United 
States and are educated to do their purchasing by mail. 


Che Farm Star 


(The Indiana Rural Free Delivery Weekly, 
Established March 1903,) 


reaches nearly 50 per cent of the farm homes, located on 1,078 rural 
free delivery routes in the State of Indiana, eastern Illinois and 
western Ohio, with a guaranteed circulation of 


50,000 


Weekly, proven by postoffice receipts. 








Effective September 1st rate will be 25 cents per agate line, 
less space discounts. Advertisers who will reserve space before 
September Ist can do so at the present rate of 


10 Gents an Agate Line. 


Such large advertisers as Montgomery Ward & Co.; Liquid 
Ozone Co., Sears, Roebuck & Co.; Bullock Ward & Co.; Iowa 
Incubator Co.; Swanson’s Rheumatic Cure Co. and many others 
have already contracted for their next year’s business. 

Send for sample copy, testimonials of advertisers who have 
used the FARM STAR and map showing where the FARM STAR 
circulates to. 


THE FARM STAR, General Offices, Star Bidg., Indianapolis, Ind. 


CHAS. J. BILLSON, Manager Foreign Stunting, Tribune Bldg,, New York. 
JOHN GLASS, Western Manager, x Boyce Buil ing, Chicago. 
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PROVEN BY POSTOFFICE RECEIPTS 


194,000 


COPIES PER ISSUE, OR MORE THAN 


300,000 


COPIES PER WEEK, AT ONLY 
25 Cents an Agate Line Per Week (,,.t71ions) 
Is the Great Advertising Offer made by 


The 


St, Louis Semi-Weekly Star 


Until September 1, 1904. After that date 
the new rate will be 


50 Cents a Line Per Week (,,.3%%. 


THE ST. LOUIS SEMI-WEEKLY STAR is published every 
Tuesday and Friday, and is without doubt, the best semi-weekly in 
the United States. It contains the latest telegraphic news up to the 
hour of going to press, illustrated and magazine features. World’s 
Fair news, women and household matters, practical agricultural de- 
partment, reliable market page, etc. It is the great family paper for the 
American home, and is read by progressive farmers and residents of 
country towns in the Central States of the great Mississippi Valley. 


New Rate in Effect September 1, 1904. 


The present flat rate 25 CENTS an agate line per week (for two 
insertions) will be advanced September 1, 1904, to 50 CENTS a 
line per week (two insertions). Our rate is based by the week for 
two insertions. You really get two insertions for the price of one. 


THE ST. LOUIS SEMI-WEEKLY STAR IS UNEXCELLED FOR AGRICULTURAL, 
GENERAL AND MAIL ORDER ADVERTISING. 


For Particulars, Sample Copies, Etc., Address 


THE ST. LOUIS SEMI-WEEKLY STAR, 
Phone 6759 Cortlandt. WM. 7, BLAINE, Phone 5135 Centra. 


41 Pax Row, (SPECIAL AGENCY). Trisune BvuILpING, 
New York. Foreign Advertising Manager. Chicago. 


W. F. DUNN, Western Mgr. 
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THE STORY OF ORANGEINE. 


The. widely known patent medi- 
cines are often cited as ready illus- 
trations of the power of advertis- 
ing. Doctors sometimes sneer at 
them as something that has won a 
cheap success—one that anybody 
could win. But in reality a pro- 
prietary remedy is the most diffi- 
cult of all commodities to adver- 
tise. Somebody has pointed out 
that, among the countless remedies 
advertised and sold everywhere on 
a small scale, there are only a 
dozen that have had wide success. 
Along the road are strewn thous- 
ands of wrecked patent medicine 
campaigns. 

The remedy made widely suc- 
cessful through advertising must 
have a sort of universal merit. It 
must be good for black men as well 
as white, and red, yellow and 
brown men. It must be a remedy 
capable of advertising itself, like 
Bromo-Seltzer, which made its 
way in the world with scant ad- 
vertising because it was an ex- 
cellent good thing. Yet it is said 
that $500,000 was recently spent in 
the Abbey’s Effervescent Salt cam- 
paign, a somewhat similar prepara- 
tion, with disastrous _ results. 
Sometimes sensational advertising 
will boost a nostrum into wide 
favor, but never unless it has a cer- 
tain degree of universal merit. 

Five years ago there was put on 
the market a tonic powder called 
by the odd name of Orangeine. 
Sales began in a small way in Chi- 
cago in 1899, accompanied by ad- 
vertising along modest but unique 
lines. | Gradually the’ campaign 
spread, and so did the sales, until 
to-day the remedy is sold around 
the world. The proprietor. of ea 
angeine is Charles “L. Bartle 
president ‘of the Orangeine Chem: 
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ical Co., Chicago, and also man- 
ager in that cry for Ivory Soap 
and the Procter & Gamble prod- 
ucts. 

“The advertising of Orangeine 
has been widely scattered, but at 
no time have we been extensive 
advertisers,” he says. “The rem- 
edy has been its own best adver- 
tisement, really, for it is a truly 
universal remedy. Here’s a letter 
this morning from a man in Pa- 
peete, way down in the South Pa- 
cific Ocean, telling how it helped 
his wife and enclosing an Ameri- 
can five dollar bill for a supply. 
Now, that’s a long distance for a 
remedy to travel in five years just 
on its merits, for the Society Is- 
lands are about the most remote 
place on the globe. 

“TI learned of Orangeine through 
Mr. William Gillette, the actor- 
playwright, who has been a close 
friend since we were urchins to- 
gether in Hartford, Conn. The 
remedy is a combination of deli- 
cately balanced medicines, perfect- 
ed through long years of practice 
by Dr. P. A. Aikman, of Windsor, 
Ont. It has proved to be a safe, 
certain cure for headache, colds, 
chills, hay fever, neuralgia, malaria 
and many everyday ills. Mr. Gil- 
lette learned of it while under Dr. 
Aikman’s care in 1895, and always 
carried the powers about with 
him. In 1898 he converted me to 
its use. My family physician en- 
dorsed it, as did other medical men. 
By long experiment Dr. Aikman 
had perfected a formula of power- 
ful medici...1 agents so balanced 
that they gave a tonic effect with- 
out reaction. Some physicians de- 
clare that it is really no drug at all, 
and can be taken with much more 
safetv than coffee. 

“Orangeine had a large local sale 


‘in Windsor when I-put-it da the 
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market. Our first advertising took 
the form of window displays, and 
was closely followed by newspaper 
ads in the shape of anecdotes of 
well-known people. Mr. Gillette’s 
experience made a feature of this 
first publicity, and I remember that 
I wrote the anecdotes with a great 
deal of pleasure, putting an Or- 
angeine moral to each. Our public- 
ity has been conducted along suc- 
cessive steps. These anecdotes were 
the first stages, and attracted wide 
attention through . their oddity. 
Many persons thought them clever. 
But they didn’t carry us far. Out 
of them we got only publicity, 
making the name of our remedy 
known, and after that result had 
been attained it was necessary to 
tell people about Orangeine in a 
more prosaic manner. Some time 
ago PRINTERS’ INK commented on 
our advertising, saying that the 
Orangeine announcements, so clev- 
er at the outset, had become like 
any other humdrum patent medi- 
cine advertisement. That was the 
period when we really began to do 
productive advertising, entering on 
the second stage of the campaign 
following publicity with more de- 
tailed information. Clever adver- 
tising attracts, but seldom sells. 
Procter & Gamble proved this once 
in a conclusive way. A test cam- 
paign with Ivory Soap jingles was 
made in street cars throughout 
New York State, the cards being 
changed every two weeks. People 
got to the point of wondering 
what the next card would be, and 
the jingles were heard on the 
streets. Yet this advertising didn’t 
increase the sales of Ivory two 
per cent in that territory. 

“Well, after the anecdote stage 
of the Orangeine campaign we be- 
gan to take larger spaces in the 
newspapers and magazines to pub- 
lish plain statements of fact, back- 
ed up by good argument and 
clinched with the best testimonials 
we could get. I have always aim- 
ed Orangeine advertising at the 
great average ‘middle class,’ as it 
is called. The copy has never been 
sensational, never vulgar, never of 
a kind to play on the weaknesses 
of the morbid or scare people into 
being sick. Testimonials are al- 
ways valuable if of the proper kind. 





I would rather have the honest 
letter of a washerwoman, however, 
than the endorsement of a Con- 
gressman. It has more real weight. 
Not long ago a man came in with 
a pile of testimonials from judges, 
senators, bankers and other not- 
ables which he had secured for an- 
other remedy, offering to get simi- 
lar ones for Orangeine. I told 
him that I thought the public was 
pretty well onto that game. The 
endorsements of actors and ac- 
tresses are easily obtained, and the 
people know this somehow. The 
public is mighty keen. Don’t ever 
build plans on what it isn’t sup- 
posed to know. 

“Orangeine advertising has been 
distributed among various medi- 
ums, each working together for a 
common end, like the ingredients 
in the remedy itself. When I have 
a long story to tell I put it in the 
magazines, because people read 
them more thoroughly. Car cards 
are reminders, recalling the maga- 
zine ads to readers. You can use 
colored ads in the cars, such as 
our latest card, which prescribes 
Orangeine for the ‘blues.’ This 
has two faces of the before and 
after sort, and the first is colored 
an intense blue. I am a firm be- 
liever in car cards as reminders, 
but don’t think they could be made 
to tell the whole story of Orange- 
ine. Newspapers we have also 
employed as liberally as other me- 
diums. In my opinion the value 
of newspaper advertising has been 
decreased the past few years by 
the increase in the size and number 
of advertisements. These great 
scare displays obscure the little ad- 
vertiser with a quieter story, I am 
afraid. I don’t think the news- 
paper ad is read as thoroughly as 
that in the magazines. Therefore 
we have employed papers in much 
the same way as car cards—for 
reminders. As the expense of 
large displays would be too great, 
and smal! display ads lost, I have 
adopted three and four line read- 
ers in the newspapers, with a sug- 
gestion or a testimonial, and I 
believe that these are better than 
display. 

“Then there are window dis- 
plays in drug stores, which we 
have.always employed to good ef- 

(Continued on page 6.) 
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Little Lessons in Publicity.—Lesson 48. 





It 
Goes 
Home — 











SUS IoB EAN CCR 
- NEWSPAPER. 


So do the 
Advertisements 
In it 





The home is the advertiser's dividend ground. The 
clean, wholesome afternoon daily earns the advertiser the 
largest dividends. The Home Paper of 


Washington is the Washington Star 
Baltimore is the Baltimore News 
Indianapolis is the Indianapolis News 
Montreal is the Montreal Star 
Minneapolis is the Minneapolis Journal 


Habits in newspapers, like habits in men, prove their 
character. The above papers have good habits, they go 
home every evening, and stay home, the companion of 
the fireside. 

lM. LEE STARKE, 


Tribune Buildin Tribune Buildin 
cv: Manager Generai Advertising, Chicago g 
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fect. Only one advertiser in a 
hundred utilizes this medium, 
which costs nothing for space. 
When windows are properly dress- 
ed, however, they are by no means 
a cheap medium. Our displays have 
always been elaborate, and we have 
a staff of window-dressers on the 
road all the while looking after 
this detail. Our bright orange car- 
tons, booklets, labels and window 
cards have proved a strong attrac- 
tion, isolating the remedy from all 
others. The name Orangeine was 
given the prescription by Dr. Aik- 
man, and when I obtained control 
of the remedy the present color 
combination was adopted for the 
sake of character. Sometimes we 
find it desirable to pay for a cen- 
tral window in a large city. One 
of the biggest drug stores on State 
street here in Chicago, now torn 
down, used to charge us $25 a week 
for the window, but owing to its 
central location it was really a bul- 
letin board, giving national adver- 
tising through the crowds of peo- 
ple from out of town. This is an 
exceptional instance, however. 
“Our campaign, too, has always 
been kept down to what one might 
call an easy pitch. Every year 
some misguided advertiser tries to 
force an unknown remedy on the 
public through big display adver- 
tising in the newspapers. It sel- 
dom succeeds. Being enormously 
costly, such advertising cannot last 
long, and usually ceases before the 
public has grasped the story. <A 
very little persistent, sincere adver- 
tising in one locality will bring 
better results than a million dol- 
lars spent to cover the Continent. 
General advertising all comes 
down to a local proposition in the 
end. You can work up a strong 
sale for an article in Minneapolis 
and have no demand in St. Paul. I 
remember that I once sold large 
quantities of a certain laundry soap 
in Utica, N. Y., but the sales in 
Syracuse didn’t amount to a box 
a month. Yet local advertising 
soon has a general effect where 
the commodity is meritorious. We 
have done no advertising at all in 
the South, but the demand for 
Orangeine is good in the Southern 
States. Newspapers are the best 
medium for creating local demand, 


and magazines for following it up. 
Street cars are also excellent local 
mediums. All three of these have 
been used to produce a composite 
effect for Orangeine, with results 
that probably could not have been 
attained through any one of them 
singly on anywhere near the same 
expenditure. 

“I have just had an interesting 
illustration of the thoroughness 
with which magazine ads are read. 
In the July magazines I printed my 
own portrait, believing that Or- 
angeine ought to have my own per- 
sonal endorsement, as we have 
used the endorsement of every- 
body else. Since then I have been 
rallied on the new departure by 
friends who are busy men—bank- 
ers, judges, heads of corporations 
and others whom I have always 
considered too much engaged in 
other affairs to bother with maga- 
zine ads. Yet they have all seen 
it, and as the first ad occupied but 
a quarter page they must have 
looked over the advertisements 
with great thoroughness to have 
found it. Yet I always open a 
magazine at the advertisements 
myself because they are more di- 
versified than the reading pages. 
Until lately it was my belief that 
I did this because I am interested 
in advertising, but now I think that 
everybody reads the ads first. An- 
other reason for printing my own 
portrait was furnished in one of 
the Atlantic Monthly’s papers on 
advertising, which I have read 
with much interest. The writer 
thought things backed up by the 
personality of the advertiser in- 
spired most confidence in the pub- 
lic. I think he is right. Certain- 
ly the best advertising comes from 
personal endorsements of people 
we know. I may read a hundred 
Orangeine ads without being very 
greatly impressed—even though I 
know all about the remedy I might 
not have confidence in it. But 
some friend in whom I do repose 
confidence tells me that he has used 
Orangeine, and at that very 
moment all the advertising I have 
read becomes effective. Publicity 
may be ever’so attractive and in- 
forming, but this personal radia- 
tion is needed to clinch it.” 

Jas. H. Corttns, 
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August 24th 


The purpose of increasing the price for adver- 
tisements in special positions is to discourage 
orders of that sort. Grateful, however, for past 
patronage it was decided not to advance the rate 
on existing contracts. The rate for an advertise- 
ment now running ‘‘till forbid” in special posi- 
tion will not be advanced, but can be continued 
indefinitely, subject to termination at the will of 
the advertiser, or of PRINTERS’ INK. Contracts 
for special position for a specified time will be 
considered up to and including August 24, but 
the space must be specified, the position must be 
specified, the dates of insertion must be specified 
and the copy must be furnished. New copy can 
be substituted at any time, but if not in hand on 
press day the last copy will be repeated. If 
additional space is wanted at any time it will be 
charged for at the rate then in vogue. If smaller 
space is desired the contract will terminate and 
the smaller space be charged for at current rates. 
All orders must be definite, but it is not intended 
to compel any advertiser to remain in the paper 
a single week after he wishes himself free of 
his contract. 
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THE CALKINS AND HOLDEN 
AGENCY. 


“We believe that many lines of 
manufactured goods are advertise- 
able which are not generally so re- 
garded at present,” recently re- 
marked Mr. Ralph Holden, of the 
advertising firm of Calkins & 
Holden. “Much of the advertising 
of the future will be done by man- 
ufacturing concerns which do not 
yet believe in the efficacy of ad- 
vertising, so far as their own busi- 
ness is concerned. If they are ad- 
vertising at all, it is in trade pa- 
pers, but to insure future trade it 
will be necessary to create a de- 
mand for goods among the great 
buying public of the country, and 
this cannot be accomplished 
through trade papers. Our aim is 
to interest the manufacturer in the 
general magazines as advertising 
mediums.” 

Calkins & Holden have their 
offices at 1133 Broadway, New 
York. They have been associated 
together since the first of January, 
1902, and had a wide knowledge 
of advertising before starting out 
for themselves. From the begin- 
ning they have devoted themselves 
exclusively to the advertising of 
high-grade manufactured goods. 

“We have a_ small, compact 
agency,” said Mr. Holden, “and 
can give personal service to all our 
customers. In this we believe we 
have an advantage over the large 
agencies. We want a customer to 
regard these offices as the adver- 
tising department of his business. 
It would be so much better for 
many advertisers who have but .a 
small appropriation to work with 
if they would entrust the adver- 
tising to an agency which under- 
stands the business of advertising 
and which can promise personal 
service, rather than maintain an 
advertising department of their 
own with a low-priced man in 
charge. 

“Many persons have been good 
enough to compliment us on our 
designs, and some have come to 
believe that we consider designing 
the all-important thing in adver- 
tising. Of course this is not so. 
The plan is the basis of everything. 
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The media, designs, copy, and fol- 
low- -up matter are details. Weare 
aiming, however, to have the best 
commercial art department in the 
country. When we started we had 
no art department but now eight 
artists are employed. 

“Another mistaken idea about us 
is that ours is a ‘copy agency,’ 
This idea was obtained from an 
article in Printers’ INK a few 
months ago, and of course was not 
what the article meant to convey, 
for we place advertising as well as 
prepare copy. And we take the 
full commission for ourselves, al- 
lowing no split commissions. 

“In a national campaign we be- 
lieve that more can be accomplish- 
ed by using the magazines than by 
the newspapers. The latter we 
use for local campaigns, and to fill 
in gaps left by the magazines in a 
national campaign. Our own adver- 
tisements, “Talks to Manutactur- 
ers,” which have been appearing in 
PRINTERS’ INK, have been running, 
also, in McClure’s Magazine. The 
latter was chosen because we be- 
lieved that business men were in- 
terested in the political and finan- 
cial articles of the magazine. 

“Among the advertising which 
we are conducting may be men- 
tioned that of Force, the Kelly- 
Springfield Tire, Regina Music 
Box Co., N. & G. Taylor Co, 
Eaton-Hurlbut Paper Co., and 
Roth & Engelhardt. We placed, in 
the May Delineator the four-page 
insert of the Dueber-Hampden 
Watch Company, which cost 
$6,800.” 

The Phoebe Snow illustrations, 
used by the Lackawanna railroad 
were designed pby Calkins & 
Holden. 

“As examples of lines of manu- 
factured goods which had never 
been advertised until recently, are 
the Eaton-Hurlbut correspondence 
papers and the roofing tin of the 
N. & G. Taylor Company. Whiting 
papers had been advertised in 
sporadic fashion, but no company 
had ever entered upon a systematic 
campaign until we began work for 
the Eaton-Hurlbut Company. By 
magazine advertising a demand is 
being aroused for these papers, and 
by persistent work among the deal- 
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ers they are being won over to 
our side. We try to make them 
see, too, that the extensive pub- 
licity which we are giving the pa- 
pers is as advantageous to them 
as it is to the company. 

“Except to the trade, roofing tin 
was never advertised until the N. 
& G. Taylor Company commenced 
it in January, 1904. Their advertis- 
ing appeared in the magazines, and 
was read by prospective house- 
builders, architects, and men own- 
ing homes with roofs in need of 
repair. We tried to show that tin 
is the best form of roofing, and 
that Taylor’s is the best tin. Sev- 
eral other manufacturers have 
started to advertise since then, 
which seems to prove our theory 
that there are lines of manufactur- 
ed goods which have never been 
advertised, but which would bene- 
fit by a well-planned advertising 
campaign. We are glad that these 
competitors of the Taylor Com- 
pany have started to advertise, as 
it will give the tin roofing industry 
more publicity than we could hope 
to set unaided. 

“What we tell a manufacturer 
who is not advertising is, that if his 
goods are marketable he can profit- 
ably increase their sale by adver- 
tising. Goods, now unknown, may 
be made standard goods by adver- 
tising.” 


— 


ADVERTISING GETS BY ALL THE 
JANITORS AND PUSH 
BUTTONS. 


Life in the majority of our cities has 
so changed that the personal relations 
that used to exist between the purveyors 
of our household necessities and the 
“Lady of the House,” as the circulars 
say, no longer exist. A written list is 
handed the messenger who comes daily 
to the house, or he is told through a 
tube what to bring. There is no chance 
for personal argument, no matter how 
much the retailer may want to help you. 
If he substitutes your goods for what 
is specified he gets them back. If he 
persists in this practice he loses his 
trade. It is advertising that has in a 
large measure caused this change. 
Women prefer to accept the statements 
of a reliable house concerning the merits 
of their goods in preference to their own 
judgment or the retailer’s opinion. They 
have been approached in the columns of 
their favorite journals, which alone be- 
gets confidence. They know the house 
advertising depends on continued pat- 
ronage for ultimate success, and that it 
would not pay them to advertise a poor 
article—Humphrey’s Journal, Boston. 
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Financial Advertising 





D URING June, 1904, Zhe 

Record-Herald carried 23,785 
lines of Financial Display Adver- 
tising, which was 4,310 lines more 
than carried by any other Chicago 
paper. 

During the year 1903 and during 
the first six months of 1904, The 
Record-Herald carried more Finan- 
cial Advertising than any other 
Chicago paper, notwithstanding 
The Record- Herald refused all 
bucket-shop and other objection- 
able financial advertising. 

A tribute to the superior quality 
of The Record-Herald circulation 
—the largest circulation of any 
newspaper in the United States 
selling for more than one cent— 
whether morning or evening. 














TRENTON TIMES 


Covers an independent territory in central 
New Jersey most thoroughly, being the 
only afternoon paper in Trenton, circula- 
ting daily in over 75 suburban towns. 

Trenton is a leading manufacturing 
city in the East, and occupies a strong 
position in the midst of a prosperous ag- 
ricultural territory ; entirely removed from 
the metropolitan influences that dominate 
the northern and southern extremities of 
the State. 


16,7 
Saving Bank Depcsitors 
with over $5,500,000 on deposit, averaging 
$330 each, 
Trenton Times reaches these people daily. 


9 
Daily Average—6 Mos., Ending July 31 
and there is no better way to reach this well- 
paid community than through the Times, 
A ONE-PAPER CITY 

Without competition—Timzs possesses 
10,000 more circulation than any other 
local ey = 

Send for new rate card, sample copy, 
** Facts,’’ detailed statement. 


CHAS. T. LOGAN, 
Foreign Advertising Agent, 
New York Tribune Bldgs. Cnicaco 
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WEEKLY AD CONTEST. 
TWENTY-FOURTH WEEK, 








In response to the weekly ad 
contest sixty-nine advertisements 
were received in time for report in 
this issue of PRINTERS’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by William R. Spears, 112 Main 
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Relative amount of fuel consumed to warm 
9 room house 
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: IDEAL Boilers and AMERICAN Radiators 





Let us tell you more about it—IF INTERESTED 
HARTFORD HEATING Co.. 
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seem to be good advertisements, 
Each week one ad will be chosen 
which is thought to be superior to 
every other submitted in the same 
week. The ad so selected will be 
reproduced in Printers’ INK, if 
possible, and the name of the send- 
er, together with the name and 
date of the paper in which it had 
insertion, will also be stated. A 


Asylum Stree. 
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street, Rochester, N. Y., and it ap- 
peared in the Hartford, Conn., 
Times for July 27, 1904. A coupon 
was mailed to Mr. Spears as pro- 
vided in the conditions which gov- 
ern this contest, viz.: Any read- 
er may send in an ad which 
he or she notices in any peri- 
odical for entry. Reasonable care 
should be exercised to send what 


coupon good for a year’s subscrip- 
tion to PrinTErS’ INK will be sent 
to the person who sends the best 
ad each week. Advertisements 
coming within the sense of this 
contest should preferably be an- 
nouncements of some retail busi- 
ness. The sender must give his 
own name and date of the paper 
in which the ad had insertion. 





THE beauties of a washing machine 
that does the family’s laundry work in 
one hour are set forth in a way to 
convince both men and women in a 
neat booklet from the H. F. Brammer 
Mfg. ie Dovenpect. Ta. 


A neat booklet from the Omega Sep- 
arator Co., Lansing, Mich., describes 
that concern’s cream separating ap- 
aratus in its relation to the needs of 
Cottle. Valuable suggestions are given 
about the care of milk and cream. 











Weekly, 13,567. 


Che Montgomery Advertiser. 


** Alabama’s Only Metropolitan Newspaper.’’ 


Sworn Net Paid Circulation for 1903: Daily. 11,071; Sunday, 15,0513 
Accorded Double Golden Symbol (@@) by 
The American Newspaper Directory. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


XX. 


CHICAGO. 
B 





Foreign Dailies. 

The only foreign-language daily pa- 
ers found generaily on sale downtown 
in Chicago were the Abendpost and 
Staats-Zettung, both German. Inquiry 
among department store ad men, how- 
ever, showed that others, confined to 
certain quarters of the city where 
foreign-born population is centered, are 
regularly bd in their campaigns. The 
two papers most often mentioned were 
the Abendpost and the Skandinaven, the 
former published in the evening and the 
latter, a morning daily, being frequently 
referred to as “the Scandinavian Daily 
News.” It is printed in the Norwegian 
and Danish languages, which are vir- 
tually one tongue. . 

“The Abendpost is the foreign-lang- 
wage paper we use most extensively,” 
said the advertising manager of a large 
popular price department store, “and 
the Staats-Zeitung is a good German pa- 
per for reaching the more conservative 
classes. It is published in the morning, 
and is the oldest German paper in Chi- 
cago. The Skandinaven is also a fine 
paper, and though we do not use it as 
extensively as the Abendpost is brings 
as good results proportionately. Among 
the Bohemian dailies we use only the 
Svornost, evening, but the ennt 
Hlasatel is also a good paper. We are 
limiting our foreign-language advertis- 
ing. On —— we get good results 
from Die Fackel, the anarchist German 
paper.” 

Another ad man said, “For returns the 
Abendpost beats any English paper ex- 
cept the Daily News for returns in pro- 
portion to its circulation. We also use 
the Staats-Zeitung and Abend Presse. 
The Svornost is a fine Bohemian daily 
with a large proportion of circulation 
out of town, and the Bohemian Denni 
Hlasatel is a good medium for reaching 
the working classes in the _ The 
Skandinaven is like the Abendpost in 
its field. The Dsiennik Chicagoské is 
the best of the two Polish dailies.” 

An advertising agent who places much 
business in foreign-language papers all 
over the country also said the Abend- 
post was the best paper in the city 
printed in a foreign language, and that 
the Staats-Zeitung was good, though it 
had not the pulling quality of the 
Abendpost. On Sunday it was excel- 
lent. The Abend Presse was not so 
good as the Abendpost. He placed a 
fair quantity of business in the Ar- 
beiter-Zeitung, the anarchist evening 
paper, and found it profitable for local 
business. The Denni Hlasatel he count- 
ed first of the Bohemian dailies, both in 
circulation and pulling power, but said 
the Svornost was also a splendid paper. 
The Narod, a Bohemian religious daily, 
was also good, though limited in circu- 
lation. The Dsiennik Chicagoski led.in 
the Polish field, and the Dgziennik 
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Narodowy was also useful. The Skan- 
dinaven was the second best foreign- 
language paper. The Jewish Courter, 
published in Hebrew, seemed to reach a 
clientele that did not respond to ad- 
vertising. 

The Abendpost is a clean looking ten- 
page evening paper, selling at one cent. 
t carries large. advertisements for the 
Boston Store, Siegel, Cooper & Co., Mar- 
shall Field & Co. and other department 
stores, as well as leading banks and 
general advertisers. One of the sights 
of Chicago’s newspaper district is the 
crowd of Germans who await its appear- 
ance every afternoon on account of its 
want ads, and it appears to carry more 
classified business than any other for- 
eign-language paper. The Abendpost 
bears'a Directory rating of 31,776 for 
the year ending with last September. 
The publisher said he was now printing 
about 45,000 copies, of which between 
35,000 and 36,000 were sold in the city 
and the balance in the suburbs. A 
small proportion of the circulation goes 
into the mail. The paper has a Sunday 
edition, the Sonntags-Post. 

Two evening papers in the German 
language are published by the corpora- 
tion that controls the Staats-Zeitung— 
the Abend Presse and Freie Presse. 
W. R. Michaelis, business manager of 
the Staats-Zeitung, said that for nearly 
sixty years that paper had refused to 
make any circulation statements to any- 
body. An advertiser knew whether the 
paper paid or not, and this the company 
regarded as the main essential. Per- 
sonally, he said, he believed more busi- 
ness could be secured for his papers if 
this rule were sere from, but it 
was the rule, and he could give no in- 
formation regarding the number of 
copies printed. The Staats-Zeitung is 
the only German morning paper in 
Chicago, and sells at two cents. The 
American Newspaper Directory errs in 
classing the Freie Presse as a morning 
paper, it being published in the after- 
noon at one cent. It was established in 
1871. The Abend Presse is also pub- 
lished in the evening at one cent, and 
the company prints the Westen and 
Daheim, Sundays. These are all pros- 
perous looking papers, and carry a good 
representation of local and general ad- 
vertising except the Abend Presse, 
which is a four-page paper. They are 
controlled by a corporation capitaliz d 
at $500,000, and it is claimed that the 
entire German population within 500 
miles of Chicago is reached by the com- 
pany’s publications. The American 
Newspaper Directory credits the Staats- 
Zeitung with G (exceeding 4,000), the 
Freie Presse with F (exceeding 7,500), 
the Westen and Danheim with F. The 
circulation of the Abend Presse is in- 
cluded with that of the Staats-Zcitung. 

At the office of the German Arbeiter- 
Zeitung, the anarchist evening paper, 
no information could be secured con- 
cerning circulation. The business man- 
ager said he had made statements to the 
Directory, but had never been accorded 
a corresponding rating.. Further ques- 
tioning led the investigator to infer that 
these statements had been incomplete. 
He seemed grieved over the Directory’s 
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lack of principle, and said that the 
Arbeiter-Zeitung did not live by ad- 
vertising. It is thirty years old, and 
the only German anarchistic daily in the 
United States. Certain forms of medi- 
cal advertising, as well as all get-rich- 
quick schemes, are rejected, and the 
paper’s principles naturally repel some 
other advertisers who look upon anarchy 
as a sort of scarecrow. The Arbeiter- 
Zeitung, he added, was supported by 
labor unions and workingmen, and pub- 
lished for principles, not profit. It has 
an equipment of four Rogers typesetting 
machines and a perfecting press. The 
office looked like that of an important 
journal. The Directory accords a rat- 
ing of I (exceeding 1,000) which appears 
to be too low. An advertising agent 
who knows the foreign-language field 
said that he credited the Arbeiter-Zei- 
tung with a daily circulation of 15,000. 
The Sunday issue is called Die Fackel, 
and is credited with H (exceeding 
2,250). <A detailed statement from the 
publisher would doubtless warrant a 
considerably higher rating. 

The German daily field is completed 
with Der Republikaner, published by 
the concern that issues the Daily Labor 
World and Chicago Republican, men- 
tioned in the section devoted to the 
English dailies. No evidence was found 
that led the investigator to believe that 
Der Republikaner has any circulation 
except around election time, when it is 
transformed into a political organ, and 
the Directory’s rating of I (exceeding 
1,000) is probably too large. 

The daily issue of the Skandinaven 
is a solid looking eight-page morning 
newspaper selling at two cents. It 
carries representative local advertising, 
a goodly quantity of general business 
and several columns of classified ads. 
The Directory accords a rating of C 
(exceeding 20,000). In the absence of 
the business manager no reason could be 
learned for the failure to make a de- 
tailed statement, but L. M. Anderson, 
the advertising manager, said the paper 
now circulated to the extent of 22,000 
copies daily, of which ninety per cent 
was in Chicago. The solid appearance 
of the offices indicated that this state- 
ment was truthful. The Sunday issue 
is stated to be 22,000 copies, all in 
Chicago. It sells at five cents. The 
semi-weekly Skandinaven sells at three 
cents a copy, and a circulation of 48,- 
000 copies per issue is claimed, ninety 
per cent going to farmers in the North- 
west. There are about 60,000 Danes 
and 40,000 Norwegians in Chicago who 
form the paper’s clientele. As the 
Swedish language differs from Danish- 
Norwegian the paper has little circu- 
lation among the city’s 75,000 Swedes. 

The three Bohemian dailies are all 
published in the morning, efforts to es- 
tablish an evening paper in this field 
having proves unsuccessful. The Denni 
Hlasatel is the only one bearing a figure 
rating in the Directory, being credited 
with 23,303 daily average for 1903. It 
is said to be the only Bohemian daily 
in the country printed on a perfecting 
press, and its equipment includes three 
linotypes. The office looked prosperous, 
and indications point to it as the lead- 





ing paper of its class. Vladimir Spatny, 
the business manager, said the present 
issue was 24,000 copies, with a few 
more on Sundays. Nearly all the cir. 
culation is in Chicago, only 2,000 copies 
being mailed out of town. The daily 
issue is soid at two cents, or ten cents 
a week. It has eight pages, with twelve 
on Wednesdays and sixteen Sundays, 
The Bohemian population of Chicago is 
estimated at 110,000, and even when 
Bohemians read English dailics they 
take the papers in their own language 
for news from the old country. 

At the office of the Svornost, also a 
Bohemian two cent paper, no statement 
was made concerning the rating in the 
Directory of Z, which indicates that 
satisfactory information has not been 
furnished on which to base a more 
definite rating. The manager was ab- 
sent, but one of his assistants said he 
thought the daily issue at least 10,000 
copies. The appearance of the office, 
together with information secured out- 
side, would indicate, this a reasonable 
estimate. The Sunday edition of the 
Svornost is the only illustrated Bo- 
hemian paper in the United States, the 
assistant said. Svornost means ‘“Con- 
cord.” ‘The paper is a_ freethinkers’ 
journal, and circulates almost wholly 
in the city, being delivered to readers 
by carrier. The Sunday issue goes out 
of town to a larger extent. 

The Narod, or ‘Nation’ is a two 
cent daily published by the Bohemian 
Benedictine Order of Chicago, and is 
chiefly religious in policy, reaching Bo- 
hemian Catholics. It has eight pages 
daily, with twelve on Wednesdays, and 
is a substantial looking sheet. The 
Directory accords a rating of I (exceed- 
ing 1,000). A. Revucha, the business 
manager, said the present issue was in 
the neighborhood of 1,400 copies, cir- 
culated chiefly in Chicago. 

The 1904 Directory lists a fourth Bo- 
hemian daily, the Lidove Noving, but 
the editor has never been able to learn 
where its publication office is situated. 
This paper, it was definitely learned, 
suspended publication a year ago. 

the Daiennik Chicagoski, or “Polish 
Daily News,” is the oldest daily in the 
city published in this language, dat- 
ing from 1890. It sells at one cent 
is an evening paper, and has no Sun- 
day issue. The Directory gives a fig- 
ure rating of 9,251 for 1903, and the 
publisher said the issue for the pre- 
ceding day (July 18) was 10,641 copies. 
Circulation is stated daily, and record 
sheets were produced showing the num- 
ber of copies sent each carrier and deal- 
er. About 9,000 copies go to city sub- 
scribers, and 550 copies daily are sent 
to the Polish settlement at South Chi- 
cago. Though only four pages in size, 
the paper has a good local and general 
advertising patronage, and is published 
in its own building. ‘ 

A younger Polish daily, the Dzien- 
nik Narodowy, established 1899, is also 
an evening paper selling for one: cent, 
four pages in size. The Directory ac- 
cords a rating of I (exceeding 1,000). 
No reason for neglect to make a state- 
ment was given, but T. Love-Szydlowski, 
the editor, said the present issue was 
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about 17,000. From outside sources it 
was learned that this estimate is rather 
too high. Men familiar with the for- 
eign-language field estimate the Dziennik 
Narodowy’s daily issue at 5,000 copies. 
Even this may be too high, but general 
appearances would indicate that the pa- 
per has more circulation than the Di- 
rectory editor thought it had when he 
gave the I rating. The sheet contains a 
good showing of local advertising, with 
some general business. Peruna was one 
of the advertisers in the copy obtained. 
Mr. Love-Szydlowski said his paper was 
the organ of the Polish Women’s Na- 
tional Alliance, and on Fridays a weekly 
supplement is issued, about 2,000 extra 
copies being mailed to members all over 
the United States. On other days the 
circulation is confined to Chicago. There 
are 185,000 Poles in Chicago, and prob- 
ably both papers would be useful in 
reaching them. ae. 

The Jewish Daily Courier is a one- 
cent evening Hebrew paper of eight 
pages, clean in appearance and carrying 
a fair representation of local and gen- 
eral advertising. The Directory accords 
the I rating (exceeding 1,000). The 
publication office looks busy, and the 
business manager stated that the present 
daily average is 9,500 copies, of which 
6,000 circulate in Chicago. The rest 
g° to Western States. On Sundays a 
larger paper is issued and a larger cir- 
culation claimed. The publication office 
is on South Halsted street in a Jewish 
quarter, and copies were seen on sale 
everywhere in the streets. Even though 
the publisher’s own estimate be too 
high, it is likely that the Directory’s is 
low. While the Jewish Daily Courier 
could be of little value in the general 
field, it is the only daily publication in 
its language. Chicago contains about 
30,000 Russian, Polish and Bohemi 
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Fale triplex $tumbler combination lock; best 
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outsice, 24x 14% x 165 inches; inside, 12x84x9 
ches. Has one 5x4-inch cash box with fine lock; 
one $x4-inch drawer; one 3x4-inch pigeonhole; 
one 12x3},-inch book a Just the safe for 
small merchants and offices. 
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ews, among whom the paper circulates. 
t is not generally read by the 90,000 
German Jews residing in the city. 

It is the opinion of the investigator 
that the Abendpost, Staats-Zeitung and 
Scandinaven could be used to advantage 
in a general campaign where it was 
desired to cover the city with more than 
the usual thoroughness, particularly in 
advertising a commodity of moderate 
price for the home. The Abendpost has 
unquestionably the largest general cir- 
culation. The Staats-Zeitung, by reason 
of its high character and age, would ap- 
pear to be the medium for advertising 
anything likely to interest German read- 
ers of means, as investments. The 
Skandinaven appears to combine the gen- 
eral circulation and quality circulation 
of these two German dailies, and un- 
eeeubly is a valuable medium in its 
eld, as well as the only one. The 
Bohemian and Polish dailies, with the 
one Hebrew paper, are of value for 
reaching readers who cannot be reached 
through English dailies. Whether the 
small proportion of the population to 
which they cater is valuable to an ad- 
vertiser must depend largely on the 
nature of the article advertised. These 
papers do reach people who are not 
touched by the English dailies, and 
their readers are of a thrifty, indus- 
trious, home-making class. 


i plex, combination 
lock; finest construction throughout. Dimen- 
salons: Outside measure, 373 x 24x 22% inches. 
de measure, 20%x15x13 inches. Arrange- 
ment of cabinet work: One 6 x 4X%-inch iron cash 
box with high grade lock, with two fiat keys; one 
3x4X-inch drawer with knob, two 2% x4¥%-inch 
igeonholes; one 3x4%-inch pigeonhole; one 
boo ce, 14% x9% inches; one small 
boo! space. View inches. A BIG BAR. 
GAIN FOR ANY STORE, OFFICE, FAC. 
TORY, SHOP OR HOTEL. 

We will letter your name or firm name 
in gold over door free of charge if re- 
quested. ou can send us your order for 
either one of these safes with the understandin; 
that we will return your money and pay freigh 
charges both ways if you are not pleased or do 
not ecnsider you have received a wonderful bargain 
and saved about one-half in price. 

For large illuatrations and descriptions 
of our complete line of safes, including our 
massive heavy wall single and double door safes 
at $15.60 = to $102.00, for detailed explanation 
of our method of fireproofing, heavy construc- 
tion, how we make our safes heavier, stronger 
and better than others, how we can sell the 
highest grade safes it is possible to build for 
about one-half the prices all other dealers ask, 
for our great 80-day free trial offer, ex- 
planation of our binding guarantee, our money 
refund offer, for freight rates, for our liberal 
terms of shipment. write for our Free Safe 
Catalogue. Cut this ad out and mail to us and 
the complete SAFE CATALOGUE and our 
WONDERFUL MONEY SAVING SAFE 
PROPOSITION WILL BE SENT BY 
RETURN MAIL. Address, 


CHICAGO, ILL. 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York. 
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A trademark, especially one 
which the owner intends to adver- 
tise extensively, should be apt, 
pat, characteristic, striking or sug- 
gestive. It should be as timely 
five, ten or fifty years hence as it 
should be to-day, 

When those five, ten or fifty 
years roll around the name should 
not then embody an anachronism— 
that is, its significance should not 
be based upon some idea or con- 
dition long since forgotten. 

Therefore if a permanent, not 
rierely a passing, demand is to be 
created, the name should be select- 
ed with an eye to permanency; 
for, unless the article happens to 
be merely a season novelty, and it 
proves successful within a reason- 
able length of time after its in- 
troduction, it will be the advertis- 
er’s intention, presumably, to keep 
the article on the market for a 
term of years through continuous 
advertising. 

On the other hand, if the article 
is likely to go out of use or out of 
style a season or two, the advertis- 
er is warranted in seizing upon any 
popular fad or fancy in the selec- 
tion of his trademark name. Ex- 
tensive advertising campaigns, 
however, are rarely conducted on 
this basis, since it is almost im- 
possible to make such campaigns 
highly profitable within a season 
or two. 

The large national advertiser 
who attempts to exploit perma- 
nently the trademark of a staple 
article by seizing upon some popu- 
lar fad or fancy which everybody 
is talking about this week and 
will have forgotten next month, 
does so by overlooking the fact 
that much, if not all, the adver- 
tising value of the trademark as a 
pat trademark will be lost after 
popular interest has waned. 

These things being Plainly so, 
what is the use of naming a brand 








of boys’ hosiery, boys’ clothing or 
what not after one of the popu- 
lar (and rather tiresome) charac- 
ters in the colored supplement of 
some of the Sunday newspapers— 
to wit, “Buster Brown?” 

“Buster” and “Tige” are having 
a big run for their money just 
now, but within two years they 
will be as dead as the proverbial 
door nail—played out. They will 
go the way of the “Yellow Kid,” 
“Alphonse and Gaston” and scores 
of other popular but transitory 
creations. 

When “Buster Brown” has died 
a natural death, or remains in pub- 
lic memory only as a “chestnut,” 
where will the aptness or timeli- 
ness of the name as an advertised 
trademark come in? 

The same thing has been at- 
tempted many times before without 
success. Most of us recall with 
feelings of sorrow not altogether 
unmixed with anger, that beauti- 
ful and touching song, “White 
Wings”—at least it was beautiful 
and touching for the period ‘of 
about two weeks after it was fairly 
introduced. Then, like all popular 
things, its very popularity killed it. 

There were “White Wings” 
brands. of cigars, canned goods, 
shoes, hats, underwear ad infint- 
tum, until the. weary public rose 
up and rebelled, and with this ex- 
piration of public sufferance the 
brands were gradually but surely 
buried in oblivion. 

Can you imagine what would 
happen if some publisher of popu- 
lar songs should attempt to re- 
vive the long since dead song of 
“‘White Wings” and, simultaneous- 
ly. some advertiser should start in 
to exploit a ‘‘White Wings” brand 
of hosiery, baby perambulators, 
cigars, breakfast food or what not, 
and spring it on an unprotected 
. public? The whole thing would 
be ludicrously out of date and, fig- 
uratively speaking, everybody 



























would rise up and throw a brick 
at the offenders! 

If the idea is to attempt to 
identify permanently in the public 
mind as staple articles the various 
“Buster Brown” productions, it is 
greatly to be feared that, a few 
years hence, they will meet with 
about as flattering a public recep- 
tion as a “White Wings” campaign 
would at the present time. 

The logic is that while these 
“popular” trademark names are 
justifiable in the case of short- 
lived or one-season novelties, the 
advertising acumen responsible for 
the attempt to identify them per- 
manently in the public mind (if 
that is the intention) by such 
means is difficult of discernment, 
although it may exist. 

It is a safe rule, however, not 
to attempt to perpetuate a trade- 
mark solely by seizing upon any 
fad, craze, popular idea or any 
other transitory thing whatsoever. 

* * * 


When you hit upon a happy idea 
or a certain formula, as it were, in 
advertising, it isn’t always well to 
be in too much of a hurry to tink- 
er with it, as the result may not be 
altogether satisfactory. 

The “Force” advertising is good 
—nobody will attempt to deny 
that; but does the current vein 
of it catch hold of the public quite 
so forcibly as did the original 
vein? 

Good as the “Force” advertising 
is, wouldn’t it be even better if the 
original conception of our old 
friend “Sunny Jim” were main- 
tained? Certainly the individual 
represented as Jim isn’t the person 
that we are accustomed to. He 
has been transformed in some way. 
His physiognomy seems to have 
been changed—maybe he’s Jim’s 
brother. He has dropped poetry 
and taken to prose, but the differ- 
ence doesn’t seem to be there, 
either. 

Maybe the whole thing is here— 
with his philosophical turn of 
mind he has grown more sedate— 
less quaint; fame, possibly, has 
made him self-conscious. 

At any rate, most of us prefer 
the original vein of “Force” ad- 
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vertising—the vein that was repre- 
sented in Sunny Jim’s physignomy 
aud general pictorial get-up, with 
his queue sticking straight out and 
his animated interest in life and 
discourses on the reasons for past 
miseries and new-found pleasures. 
Perhaps all this was changed 
because it was thought that Jim 
would grow tiresome if his stunts 
were not diversified—but the origi- 
nal Jim had value that his “im- 
proved” appearance and conduct 
apparently do not possess. 
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Datnty views of Albany have been 
worked up into a small booklet with a 
few words of good printing argument 
on behalf of the Braxidow Printing Com- 
pany, that city. 
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suggestions 
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WITH ENGLISH ADVER- 
TISERS. 
By T. Russell. 


Articles on advertising, in the 
technical sense, are not a very 
common feature of English news- 
papers. It would be supposed by 
most people that a newspaper 
could hardly use its own space 
in a more long-headed manner, 
than by publishing matter tending 
to spread a knowledge of the best 
methods of advertising, and here 
and there a newspaper has recog- 
nized the fact. But there has been 
a sort of undefined feeling that 
there was a lack of dignity in this. 
It is bound up with the some- 
what inconsistent attitude of the 
press in this country, which, like 
the press of any other country, has 
to find its chief revenue from its 
advertising columns, and _ yet 
thinks it needful to affect ignor- 
ance of the fact and indifference 
to the subject, while quite content 
to live on the proceeds of publicity. 

: * % 

It is very much to the interest 
of the advertising community, but 
not nearly so much to the interest 
of anyone as it is to that of the 
newspapers themselves, that this 
reserve should be broken down. 
Whatever helps to maintain the 
excellence of advertising, helps to 
increase advertising, because it im- 
proves the returns from advertis- 
ing. Therefore I am pleased to be 
able to record something which 
will probably have a very wide- 
spread influence in causing news- 
papers throughout England and 
the British Possessions to give ad- 
vertising its proper place as an ele- 
‘ment of commerce. All serious 
daily newspapers devote space to 
such subject as finance, markets, 
shipping news, and other depart- 
ments of commerce; all of them 
publish editorials from time to 
time, when occasion arises, on 
these subjects. Many newspapers 
give great promfnence to business 
matters; and the greatest and most 
respected of all English newspa- 
pers, The Times, now issues every 
Monday a special extra sheet, 
forming an integral portion of the 
paper, and intituled “Financial and 
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Commercial Supplement.” In the 
first of these supplements, The 
Times published an article nearly 
two columns long, under the cap- 
tion “Commercial Advertising,” in 
which the subject named was 
treated in a strictly technical spirit, 
There can be no doubt, from the 
attention which this move has at- 
tracted, that the example of The 
Times (the authority of the lead- 
ing journal being so great as to 
give an almost classical sanction to 
anything which it does) will be 
followed by other newspapers, and 
that advertising will at last be 
treated by the press with the con- 
sideration which it deserves as one 
of the most important elements in 
modern business, 
+ * * 


It will be understood, of course, 
that the article referred to was of 
a perfectly impartial character. It 
was in no sense an appeal to the 
public to advertise, still less an ap- 
peal to the public to advertise in 
The Times. It was an essay on 
advertising with, practical illustra- 
tion conceived in precisely the 
same spirit as any other article in 
the paper. 

* * X* 

From time to time there is a 
sort of scare, on the idea that the 
Government will turn to a tax on 
advertisements as a source of rey- 
enue. In most English towns, 
street-posting stations and hoard- 
ings, as well as painted gables and 
walls, are already taxed for local 
revenue, and on asking my friend 
Mr. Walter Hill, the undisputed 
head of the bill-posting business 
in this country, how this taxation 
was regarded, I was told by him 
that he was far from considering 
it a grievance, either from the 
point of view of the advertiser or 
that of the bill-poster. He showed 
me that, apart from the fact that 
an advertising station, which pro- 
duces revenue, is quite as right- 
eously taxable as a store of a 
dwelling house, the fact that post- 
ing-stations pay rates to the local 
government gives their proprietors 
a status, and enables them to de- 
mand full police protection from 
the local authority. This subject 

















is brcught into discussion just now 
by a report which I owe to the 
Advertising News, the only weekly 
technical newspaper of advertising 
originating in this country (al- 
though of course the English edi- 
tion of PRINTERS’ INK is circulated 
weekly here) to the effect that 
Turkey now imposes a tax on all 
newspaper and other advertise- 
ments. The tax is new, and the 
details of it are not very clear; 
but so far as newspapers are con- 
cerned its machinery seems to be a 
stamp on the contract. 
* * * 


But so far from this being a 
novelty, it is a thing already par- 
tially known in England. All im- 
portant commercial advertisement 
contracts are habitually stamped 
with a _ twelve-cent agreement 
stamp in this country, in order to 
make them operative in a court of 
law, in case of need. They are 
thus stamped, however, not be- 
cause they are advertisement- 
orders but because they are con- 


tracts of agreement, and all agree-. 


ments in this country are liable to 
the same tax. 
* * * 


The corrected statement of the 
estate of the late Thomas Smith, 
advertising agent, of 100 Fleet 
sireet, London, has been filed. The 
personalty amounts to £104,445, 
or about half a million dollars, Mr. 
Smith was one of the most widely 
known and highly respected men 
in the business, a large advertiser 
as well as an agent for advertis- 
ing, the proprietor of two weekly 
newspapers, and a most enthusias- 
tic believer in advertising. It was 
one of his principles, that he not 
only would not undertake the ad- 
vertising of any business that he 
did not believe to be destined to 
succeed, but also that he would not 
advertise anything he did not ap- 
prove of upon moral grounds. I 
had known him for some twenty 
years when I recorded his regret- 
ted death in this letter, and I never 
knew him to violate a principle. I 
remember once trying to get him 
to make a deal with me, which 
would have been very much to his 


advantage, but which he considered 
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to be inimical to the craft of ad- 
vertising agents as a whole; and 
although I brought all the personal 
influence I could to bear upon him, 
and was in this way assisted by the 
influence of a friend who had cer- 
tainly many more claims upon his 
regard than I could pretend to, he 
could not be induced to recede from 
his position. To all arguments, 
he had but one reply—even when 
I had found him a bridge over 
which I think most people would 
have found no difficulty in walking 
—he had but one reply: “Mr. Rus- 
sell, I do not think it would be 
fair.” The most remarkable thing 
about this affair was, that the 
concern which would have been 
the only one directly affected by 
his compliance, in an unfavorable 
sense, was among the keenest of 
his competitors. But that made 
no difference. 
* * * 


William Edwin Geddes, former- 
ly manager of the Chas. A. Vogel- 
er Company of Baltimore and Lon- 
don, was recently before his credi- 
tors. It was stated that the S. 
Jacob’s Oil business had been sold 
for £55,000 to a syndicate of which 
Mr. Geddes became managing di- 
rector. His connection with that 
syndiate was dissolved in 1902, and 
he attributed his failure to that 
cause. 

* * 

The next meeting of the Sphinx 
Club of London is called in Oc- 
tober next. 


> 


WANTED 


Position as advertising or business man- 
ager of publication by practical man of 
forty. Ten years’ agency, newspaper and 
advertising experience. Practical printer, 
Would invest $2,000 if advisable. 
Address MANAGER, 


care of Printers’ Ink. 




















Stereo Machinery for Sale. 





Having put in larger stereotyping machinery, 
we offer for sale cheap: 1 Hance trimmer, 
saw and shaver combined, capacity 18 x 19"; 
also 1 flat casting box with water back, 
casts type high or thin plates, ro x 20", 


Lincoln Freie Presse, 
LINCOLN, NEB. 
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ST. LOUIS NOTES. 


It was thought, when the 
World’s Fair was planned, that it 
would have a marked effect on St. 
Louis newspaper circulations. With 
from 50,000 to 250,000 strangers in 
the city for seven months it seem- 
ed that many additional copies 
would be sold. This prospective 
circulation was counted upon as an 
attraction for general advertisers, 
on the assumption that a showing 
in St. Louis papers during the 
summer would be practically a na- 
tional circulation among the 
country’s most prosperous people. 
Long before the fair was opened, 
however, the newspaper publishers 
of St. Louis foresaw that the big 
show would have little effect on 
their circulations. Visitors are not 
easily interested in the newspapers 
of a strange city, for one thing, 
and are too busy seeing sights to 
care for any papers at all. Dailies 
from other cities are sold, but to a 





very limited extent. The extra 
advertising in St. Louis dailies 
amounts to almost nothing at 


all, and it is said that circulations 

have shown but a slight percent- 

age of increase. 
* 


* * 


General advertisers are spending 
money liberally in St. Louis, how- 
ever, but it all goes into another 
medium—outdoor publicity. The 
long streets leading from the fair 
to the city are lined their whole 
length with billboards and painted 
bulletins, and space seems to be at 
a premium. A list of the adver- 
tisers represented would ‘include 
all the large firms in the country 
that buy general publicity on a na- 
tional scale, while the shows on 
the Pike, the St. Louis theaters 
and such local firms as have any- 
thing to offer visitors depend on 
this medium to tell their story. 


The Gunning System, Chicago, 
controls most of these boards. 
Realizing the possibilities of 


the situation, the Gunning folks 
have acquired fully eight-tenths 
of all the available locations along 
car and railroad lines. The rest 
is controlled by St. Louis firms. 
The St. Louis Posting Service has 
the next best showing, chiefly in 
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billboards, while painted bulletins 
are controlled by the Empire Ad- 
vertising Co., Stout-Williamson 
Advertising Co. and G. C. Kirn 
Advertising Sign Co., all of St. 
Louis. 

* 


* * 


On the fair grounds there are no 
bulletins or billboards, but some 
of the advertisers get very good 
showings by means of signs on 
booths. The Sir Thomas Lipton 
of St. Louis is C. F. Blanke, well 
known as a general advertiser. 
Blanke’s Coffee is served at dozens 
of booths about the grounds, is 
well represented on bulletin boards 
outside, and is exploited in other 
ways. Before the fair opened Mr, 
Blanke bought a log cabin, built in 
the fifties by General Grant, which 
stood a few miles outside the city, 
paying therefor the sum of $50,- 
000. This has been reconstructed 
on the Plateau of States, and open- 
ed to the public at an admission 
fee of ten cents. On certain days 
in each week admission is free. 
Orders are taken here for Blanke’s 
Coffee, a General Grant souvenir 
coffee-pot being given with each 
order. Mr. Blanke is also repre- 
sented in the Ceylon Building, 
which was built by five great tea 
advertisers. Sir Thomas Lipton is 
represented here, with the Ceylon 
Planters’ Tea Co. and the Tissera 
and Salada brands. Brown Sing- 
alese waiters, with queer combs 
stuck in their long hair, serve tea 
and luncheons at reasonable prices. 

* 


Several of the South American 
buildings are made advertising 
centers for coffees from that part 
of the world. The beverage is 
served free every day between 3 
and 6 p. m. at the Brazil pavilion. 
The Japanese are the most active 
foreign exhibitors on the grounds. 
Practically every article in their 
many exhibits has been entered at 
regular duties instead of being 
brought in bond and is for sale. A 
large proportion of the exhibits 
bear the tag “Sold,” showing this 
to be a very wise move. As one 
of the fair officials expressed it, 
“The Japanese are here for busi- 
ness, first, last and all the time.” 
The second largest foreign show- 














ing is that of Germany which has 
an exhibit of fine printing and lith- 
ography that will be interesting to 
advertisers. Great Britain has a 
fine exhibit, shown in a dignified 
manner. Argentina is the most 
enterprising of the South American 
countries in demonstrating its at- 
tractions for _ settlers. Large 
charts at the exhibit in the Agri- 
cultural Building show its untilled 
lands, and finished products do 
much to remove the impression 
general among Americans that Ar- 
gentina is a_half-civilized coun- 
try. Capital is also desired for the 
development of the Republic’s re- 
sources and the secretary in charge 
of the exhibit said that he hoped 
to convince American investors 
that his country offered large re- 
turns on intelligent investments. 
English capital has been the chief 
force in the development of Ar- 
gentina, while most of the settlers 
come from European countries. 
Every Argentine consul in the 
United States acts as a distributor 
of information about lands and in- 
vestments but Americans are slow 
to realize the possibilities in South 
America. 
* * * 

In the Transportation Building 
the Chamber of Commerce of 
Osaka, Japan, has an interesting 
exhibit showing the _ railways, 
steamship lines, postal system, 
etc., of the Mikado’s empire, with 
facts concerning distribution of 
population and products. The Pa- 
cific Coast Borax Company has an 
excellent advertisement in one of 
its big twenty-mule borax wagons. 
The American Locomotive Com- 
pany, New York City, has a ninety- 
two ton locomotive running at full 
speed on a revolving turnstile. The 
ocean steamship lines are well rep- 
resented, one of the best exhibits 
in the Transportation Building be- 
ing that of the White Star line, 
showing typical cabins and state- 
rooms on the company’s liners. 
The North German Lloyd shows 
models of its great steamships, as 
well as its docks in Hoboken, and 
the Hamburg-American line has a 


‘revolving panorama of views taken 


along its European pleasure 
cruises. Other exhibits of high 
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advertising value are made by 
European railway lines and tourist 
companies, particularly those of 
Germany. 
* * * 
Joe Chapple is at the fair, with 
what he stands for—the National 
Magazine, Boston. The whole pro- 
cess of making a magazine is 
shown at his exhibit.in the Liberal 
Arts Building, including the type- 
setting, platemaking, printing and 
mailing. About 7,000 copies are 
printed at this exhibit, and special 
three-month subscriptions are 
taken. The young man in charge 
said that fully 15,000 subscriptions 
had been received at the exhibit up 
to the first of August, and the sub- 
scribers live in every part of the 
world, copies being sent to Japan, 
European countries, the West 
Indies, South Africa, etc. The 
Japanese-American Commercial 
Weekly, of New York, is also pub- 
lished in the Liberal Arts Build- 
ing, where a complete Japanese 
printing office has been installed. 
Half of this journal is printed in 
English, set on the linotype. Cop- 
ies are purchased as souvenirs. The 
journal claims to be well circulated 
among the leading merchants in 
Japan, and among the Japanese mer- 
chants of the United States.. Pro- 
fitable Advertising of Boston has 
a booth where subscriptions are 
received, and several of the large 
New York magazines have exhibits 
of drawings, books, etc. 
* x 
Practically all the advertised 
food products exploited in the 
magazines are represented in the 
Agricultural Building. | Among 
the exhibits that stand out dis- 
tinctly is that of Mellin’s Food, 
consisting of an art gallery of 
Mellin’s Food, consisting of an art 
gallery of Mellin’s Food babies. A 
photograph of the famous triplets 
is shown. This interesting trio 
has now arrived at the advanced 
age of eight years. A decided 
novelty that ought to pay big re- 
turns on advertising is the inven- 
tion of a Kansas seedsman. A very 
intelligent machine deposits flower 
and vegetable seeds in a long pa- 
per ribbon at the proper intervals 
for planting. Instead of dropping 
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radish seed one by one, by the 
old method, the gardener simply 
plants a section of this ribbon. The 
novelty is shown by the Isreal 
Seeded String Co. of Wichita, Kan- 
sas. One of the most interesting 
exhibits on the Pike is that of the 
Cawston Ostrich Farm, Los An- 
geles, Cal., whose ostrich feathers 
are widely advertised in magazines. 
An ostrich ranch is shown in full 
operation. 

* * * 

One fact worth note in connec- 
tion with the World’s Fair is the 
manner in which literature is dis- 
tributed. The pian at a small ex- 
hibition such as a State fair or a 
pure food show, has been to de- 
luge the visitor with booklets, fold- 
ers, posters, circulars and every 
variety of printed matter some of 
an extremely costly nature. The 
costly booklet is not in evidence at 
all in St. Louis, and very little lit- 
erature is distributed promiscuous- 
ly. Every exhibitor has printed 
matter to give to those who ask 
for it, but the large crowds make 
general distribution too costly to be 
productive of results. Visitors, in- 
deed, refuse to carry booklets about 
with them, and the terraces and 
boulevards of the World's Fair are 
quite clear of abandoned printed 
matter. Small maps of the grounds 
are the best form of advertisement. 
Nearly everything distributed is 
small and fitted for the pocket or 
handbag. The day when advertis- 
ers competed on a basis of costly 
literature is past, apparently, and 
no one who knows the futility of 
trying to gain attention by colored 
inks, calendared paper and deep 
embossing will regret its passing. 

* * 

Among all the exhibits the one 
that has highest advertising value 
is that of the United States and 
Philippine governments—the Fili- 
pino reservation. Besides the four 
villages, showing the Visayans, 
Moros, Igorrotes and Negritos on 
their native heath the reservation 
is a complete exposition in itself 
of everything grown or made in 
the archipelago. Plants. fibre pro- 
ducts, mines and metals, woods, 
native weapons, utensils and imp- 
lements are shown with a view 
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to study by anyone interested in 
the commerce of the islands, and 
in these exhibits the representa- 
tives of American manufacturers 
work daily, studying products and 
conditions with a view to entering 
the Filipino trade. 


BIAS AIS SR a 
THE RELIGIOUS PRESS. 
Editor of Printers’ INK: 

The religious press of the United 
States and Canada, in the aggregate, 
constitutes a medium for advertising 
that represents a tremendous purchas- 
ing clientele. The people in whose 
homes the, religious monthiies and week- 
lies are read represent most of the 
wealth of which this country boasts, 
When one denomination alone can raise 
a Twentieth Century Thank Offering of 
$20,000,000, as the Methodists did, it 
removes all doubt from the most obsti- 
nate mind as to the financial standing of 
the Christian people of America, and of 
the value of the religious press as an 
advertising medium. 

A brief comparison of the publica- 
tions issued under the Congregational, 
Episcopalian, Presbyterian, Mcthodist 
and Baptist denominations, and_ those. 
known as Undenominational, will cer- 
tainly not be amiss at this time. 

The Congregational periodicals num- 
ber 20, eleven of which are monthlies 
and six weeklies; the remainder being 
cither quarterlies or semi-monthlies. 

The Episcopal periodicals number 56. 
Of these forty-four are monthlies, and 
five weeklies; the remainder being either 
quarterlies or semi-monthlhies. 

The Presbyterian periodicals number 
58, of which twenty-two are monthlies, 
twenty-nine weeklies, and the remainder 
either quarterlies, semi-monthlies or bi- 
monthlies, 

The Methodist periodicals number 129, 
of which thirty-seven are monthlies, 
seventy-five weeklics; the remainder be- 
ing semi-monthlies or quarterlies. 

The Baptist periodicals are 145 in 
number. Thirty-six of these are issued 
monthly and eighty-seven weekly; the 
others either semi-monthly or quarterly. 

So much for the five great denomi- 
nations. You will notice a steady in- 
crease in the number of Denominational 
publications in the above list. The Con- 
gregational has 20, the Baptist 145. 
Now let us look at the Undenomina- 
tional publications. 

The Undenominational list numbers 
221, or nearly 100 more than the largest 
Denominational list. Of these 135 are 
monthlies, forty-eight weeklies; the re- 
mainder heing either quarterlies or 
semi-monthlies. Suppose the Undenom- 
inational duplicates to some extent -the 
Denominational list? So much the bet- 
ter. The person subscribing for an Un- 
denominational monthly magazine in ad- 
dition to their regular church paper may 
be set down at once as being liberal and 
progressive, aS magazines are among the 
first economies when fortune frowns. 
So, then, the Undenominational publica- 
tions will receive very careful attention 
on the part of every shrewd advertiser. 

In all, there are 629 publications is- 














sued under the auspices above men- 
tioned. Of these 285 are monthlies, 250 
weeklies, the remaind.r either quarter- 


lies or semi-monthlies. 

Now, the ever-present and interesting 
question of circulation: For lack of a 
better and more. trustworthy directory— 
and it will be hard to find one—let 
us base our observations upon the fig- 
ures given in Rowell’s Amcrican News- 
paper Directory for 1904. For brevity 
let us divide the periodicals according 
to known and unknown circulation, as 
indicated by Arabic figures or a letter 
rating. 

Circulation Ratings of the Religious 
Press of the United States and Canada. 

Known Unknown 








Denomination Cireul’n Circul’n Total 
Undenominational 35 186 221 
Baptist 28 117 145 
Methodist 15 114 129 
Presbyterian 10 48 58 
Episcopal 2 54 56 
Congregational 3 17 20 
Grand Total 93 536 629 


Here again the Undenominational pub- 
lications come to the front with a great- 
er number having a known circulation. 
Of the 629 publications issued, only 
ninety-three will state their circulation. 
Of these, thirty-five, or more than one- 
third, are Undenominational. However, 
the Baptists and Methodists~ follow in 
close order. : 

Since the 221 Undenominational peri- 
odicals show up the best, let us look 
further at them from a quantity stand- 
oint. We noted that 135 were month- 
ies, forty-eight weeklics. 

Considering the 48 weeklies first, we 
find that only nine have a figure rating; 
of these four have a circulation Jess 
than 20,250. The remaining thirty-nine 
get along with a letter rating,.or none 
at all. 

Turning our attention to the 135 
monthlies we find that but twenty-two 
have a figure rating. Of these only 
three have a circulation of 20,250 or 
more. Of the remainder none have 
more than 18,500, the average being far 
below this. Lae 

Taking all of the 285 monthlies issued 
under the previously named auspices 
only seven have a circulation of 20,250 
or more. Three of the seven being Un- 
denominational, two Baptist and two 
Presbyterian. 

Should space permit and we could ex- 
amine all of the weeklies, the same con- 
dition of affairs would be apparent. 
Suffice it to say that of the 250 weeklies 
only eleven have a circulation of 20,250 
or more; five of these being Undenomi- 
national, four Methodist, and two Bap- 
tist. In making a list of religious pa- 
pers, then, for practical use, the Unde- 
nominational would be first on your ist, 
then the Baptist, Methodist, Presby- 
terian, Congregational and Episcopalian. 

Yours truly, 
G. TyLer Marrs. 





Ir was a London fruiterer, they say, 
who put in his window a card reading, 
“Real Seville Oranges—No Foreign 
Rubbish Sold.”—Ex. 
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TWO TO ONE. 


New York, Aug 8, 1904. 
Editor of Printers’ INK: 

I notice a statement in a blackmailing 
sheet published in New York City to 
the effect that Printers’ INK was hav- 
ing a hard time holding its advertisers, 
that its influence was waning, etc. 

You may accept this communication 
as an order to continue my full page 
advertisement in the present position 
until October first, which will complete 
the first year’s contract, and after that 
date until forbid. I desire to say that, 
after a most careful investigation into 
the circulation and standing of the vari- 
ous trade journals and the knowledge I 
possess of the exact returns received 
from each, Printers’ INK heads the 
list two to one; the American Advertiser 
stands second, and to my complete sur- 
prise, the Western Monthly, published at 
Kansas City, Mo., third. If I were to 
use but one single medium for my ad- 
vertising, it would be Printers’ INK; 
if I were to use two, they would be 
Printers’ INK and the American Ad- 
verliser. With me it isri’t the question 
of claims, it is a question of results— 
results are all I am after and I will 
use any trade paper that can produce 
them. It isn’t what the publisher of a 
paper claims the paper can do that in- 
fluences me in placing an order, it is 
what my records show. 

Very truly yours, 
M. Lee STARKE. 


Fircuett Brotuers, Publishers, 
167-9 Queen Street. 
MELBOURNE, July 11, 1904. 

Editor of Printers’ INK: 

Enclosed please find money order for 
£1 for which we shall be glad to re- 
ceive PRINTERS’ INK. We recollect hav- 
ing seen a copy of your paper dated, we 
think, in January last, containing a list 
and a brief description of each of the 
leading recognized advertising agents in 
your city. If you can see your way to 
send us an extra copy of this we should 
be deeply indebted to you. With refer- 
ence to the date of commencement of 
the subscription we shall be glad if you 
will make our starting date the month, 
or even two months, before the date 
of your reading this letter, sending us 
the back copies by return mail. We 
have missed them and we cannot afford 
to be without them. 

Yours very truly, 
Fitcuett BrotuHers, Ltp. 
+0 —-- 


THE BANKER’S DIGNITY. 


Some banks that advertise in the stock 
way think that it would be inconsistent 
with dignity to advertise in any other 
way. But there are more things in the 
banking business than dignity. Besides, 
banks. go after business through other 
channels than newspaper advertising 
without an undue deference to ‘“‘dig- 
nity;” and, besides again, impressing 


upon the public the merits of one’s busi- 
ness in an interesting way is not at all 
inconsistent with any real dignity.— 
Louisville Courier-Journal, 
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A Roll of Honor 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, 1. accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, 


2. From publishers who for some reason have failed to obtain a aaae rating in the 1904 
Directory, but who are willing to supply now a detailed circulation statement as de- 
scribed above, covering a period of twelve months yo to the date of making the state- 
ment, such statement to be used in the 1905 issue of the American Newspaper Directory, 
Circulation figures of the last named character are marked with an (2). 


These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash for. 


Announcements under this classification, if entitled as above. cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 
paper Directory. | 
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n Jose, Morning Mercury. ae ER Mercury FLORIDA. 
Publistiing ¢ 0. Average for 1902, 6,266 Jacksonville. Metropolis, daily. Aver. 190°, 


8,898. E. Katz, Special Agent, New York, 


Mm. . a ee: Tree and me Le %. S, 

Rohannan. average, 1903, 6,185. irsi 

three months, 1904, 8.166. 5 GEORGIA. ‘ . 
Atlanta, Journal,dy. Av. 1903, $38,928 June, 

COLORADO. 190, 44,051. Semi-weekly 89,981. 
Denver, Post, oe. Post Printing and Pub- ¥ sae gerne 
lishing Co. At ‘or 1903, 88.798 . Average| Atlanta, News Actual daily average, 1903, 
or July. 190, 45,915. Gain, 8,216. 20.104. Average April, 194, 26,542. 


t2 The absolute correctness of the latest} Atlanta, Southern Cultivator, agriculture. 
circulation rating accorded | semi-mo. Actual average for 1903, 80,125. Aver- 
the Denver Post is guaran- age first six months 1904, 88,666. 
A teed by the publishers ofthe! Wafayette, Walker Vo. Messenger. weekly. N. 
meri aper Direct- | C. Napier, Jr., pu Av. for 193, 0. 
GUAR erican Newspap N J b. 1.640. 


TEED ory, who will pay one hun- IDAHO. 


dred dollars to the first per- Bolse, Capital News, d’y and wy. Capital News 
: son who successfully contro-| pig. Co., » pub, Aver, 1903, daily 2,261, weekly 
verts its accuracy. 8,475. | First 6 mos, 1904, dy. 8,016, wy. 8.868. 














ILLINOIS. 


Cairo, Citizen. Daily average 1903, Si wee 


1,110. First six months 1904, dail; ol T?s 
Wy Sito de nine soe daily iat.” 


ham paign, News. In 1902 no issue less than 
1.100 daily and 8,400 weekly (163). First four 
mos. 1904,no day’s issue of daily less than 2,600. 


hleago. Ad Sense, monthly. The Ad Sense 
an abe. Actual average for 1902, 6,088. 


Chieago, Alkaloidal Clinic, monthly. Dr W. 
©. Abbott, pub.; 8. DeWitt Clough, adv. mgr. 
Guaranteed cia ee guae aoe 80,000, Aver. for 
last twelve months, 5,250. Uh awed over 
one-fourth of the y~ medical profession. 


Chieago, American Bee Journal, weekly. 
Actual average for 1902, 7,485. 

Chieago, Bakers’ Helper Belper monthly. H. R. 
Ulissold. Average for 1903, 4.175 (OO). 


Chicago, Breeders’ Gazette, stock farm,week- 
ly, Sanders . Actual average for (90% 
43,880, 201 20 weeks ending May 18, 1904, 69,162, 
Chicago, Dental Digest, mo. DPD. H. Crouse, 
pub. Actual average for 1903, 7,000. 
COhieago, Grain Dealers Journal, s, mo. 
Dealers Company. Av. for 1903, 4,854 (OO). 
Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual arerage 1903, 11,666. 
Chieago. Home Defender, mo. T. G. Mauritzen. 
Act. av. 1903, 22,500. Last 3 mos, 1903, 84,000, 
Chicago, Journal Amer. Med. Assoc. Wy. av. 
1903, 28,615, First six months 1904, 81,156. 
Masonic Voice-Review, mo. freee for 1902, 
26,041. For six months 1903, 26,16 
Ohiengo. Monumental News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966, 
Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 


Chieago. National Harness Review, mo. 
for 192, 5,291. First 8 mos. 1903, 6,250. 

Park and Cemetery and Landscave Gardening, 
mo. Av. for year ending July, 1902, 2,041. 

Chicago, Record-Herald. Average for 1903, 
daily 154,218, Sunday 191,817. 

Chicago, Retailer’s Journal, 
ual average for 1903, 6,785. 

Chicago, The Operative Miller, monthly. 
ual average for 1903, 5.542. 

Evanston, Correct English: How to Usedt, mo. 
Actual aver. year ending March, 1904, 10,000, 


Gibson City, Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904, 1,292. 


Grain 











AV. 


monthly. Act- 


Act- 


Kewanee, Star-Courier sige fine Sor 1903. 
daily 8,088, weekly 1.414. rerage Ee 
anteed circulation ditt tor Jan’ Z 1904, 8,1 

Peorla, Star, evenings ana Sunday ced 

Actual sworn average for 1903, 22,19 

Roekford, Register Gazette. Dy. av. for 1993, 
5,226, s.-wy. 6,416. Shannon, 150 Nassau, 

Roekford. Republic, daily. Actua average 

or 1903,6,540. La Uoste & Maxwell, N.Y. 
INDIANA. 


Conneraville, — weekly. Actual aver- 
age for 1903, 1,56 


Evaneville. Comrten, oan and 8. Courier Co., 
pub. Act. av. ’02,11,21 ). Sworn ar. 03, 12,- 
618. Smith & Thompson, Sp. Rep.,N.Y. & Chicago. 


Evaneville. Journal-News. Av. for 1903, d’y 
18,852, S’'y 14,120. E.Katz,Sp. Agt., N. ¥. 
Goshen. Gocking Club, monthly. 


Average for 
nu 


1903, 26.878. A ‘persistent medium, as 
wives keep every issue for daily reference. 


Lafayette, Morning Journal, daily. Sworn 
average 1903, 4,002; July, 1904, 4,562. 


Marion, Leader, daily, W.B. Westlake, pub. 
Actual aver. for 6 mos. end, end, June 30, ’04, 5,741. 


Munete, Star, d’y and and Sy. Star Pup. Co. Aver. 
Sor 1903, dy 25,8 6, S’y 19,250. 
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Notre Dame, The Ave Maria, Catholic getty 
magazine. Actual average for 1903, 24,0 


Prineeton, Clarion-News, daily. caren Pub- 
lishing Co. Average for 1902, 1, 


Richmond, Evening Item. pees 
1903, 8,552. Same for Dec., 1903, 8,7 


Riehmond, Sun-tei eK Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8,944, 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and_ weekly. 
Average for 1903, dy., 1,951; wy., 8,872. 


IOWA. 
Burlington, Gazette, dy. Thos. Stivers, pub. 
Average for 1903, &, 864, Jan., 1904, 6,050. 


Davenport. Times. Daily aver. 1903, 8.055, 
8. wy. 1,660. Daily aver. March, 1904, 9,508. Cir. 
guar, more than double of any Davenport daily. 


Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir'n, 1903, 89,681. Mare March, 1904, 40,856. 


Des Moines. Capital, daily. daily. Lafayette Youn ng. 
pabilaher. Actual average for 1903. 81,8 
‘or first six months 1904, 85,808. 

City circulation the largest of any Des Moines 
newspaper absolutely guaranteed. Only evening 
newsyaper carrying advertising of the inert 
ment stores. Carries largest amount of local 
advertising. 


Des Moines, News, daily. daily. Actual average for 
1903, 45,876. é as 

Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for 1902, 6,095. 

Des Moines, Wallace’s Parmer, wy. Est. 1879. 
Actual average for 1903, 88,76 

Museatine, Journal. ety av. 1903 4,849, 

emi-weekly 2,708, Jirst four months 5,167. 

Ottumwa, Courier. Daily Daily average for March 
and April. 1904, 5,021. Tri-weekly average for 
March and April, 190k, Wh, F.TO4 704, 

Sioux Sy: . Journal. Dy. Dy. av. for 1903 (sworn) 
19,492, daily av. for first six months of 1904, 
20, 6. Resords always open. More readers in 
its * field than of all other daily papers combined. 


KANSAS. 
Girard, Appeal to Keason, weekly. J. A. Way- 
land, Average for 1903, 260.096. 
Uutchinaon. News. Daily 1903, 8.768, weekly, 
: 12. E. Katz, Agent, New Yor 
opeka, Western School Journal, educational 
aan ly. Average for 1903, 8,125. 
KENTUCKY. 
Marrodaburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 3,828, Sy.4.092, 
ist Ur 04, dy. 8,928, Sy. 5,448, E. 





Fr i av. for 





atz, agt. 
Louisville. Evening Post, dy. Evening Post 
Co., pubs. Actual avevage for 1908, 26,964. 


Padueah, Sun. daily. Average, 1903, 2,181; 
for May, 1904, 2,918. 


LOUISIANA. 
w Orleans, Item, dail . M. Denholme, 
yo ublishere Average for an, 1904, 19,895, 
‘eb., 20,512; ‘Torch, 20,654, 


New Crivane. News. Dy. av. 1903, 17,528, 
Sunday 17,687. 

New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03,4,780. 
MAINE. 

Auguata, Comfort H. Gannett, pub. 
Actual average for 1903, 1 205,8 95. 


Bangor. Commercial. Average for 1903, daily 


8,218, weekly 29,006, 


Dover, Me Observer. 
average 1903, 1,904, 


Actual weekly 


Lewiston, Evening Journ: Journal, yn Aver. for 
1903, 6,814 (@@), weekly 15, 15,482 ©© 


hy == Maine Woods and ont «Ss 
. W. Brackett Co, Average for 1903, 8,041, 
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Pertland, Evening Express. Average for 1903, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 
Balt /e News, daily. Evening News Pub- 
lishing Co, Average 1903, 44,582. For July, 
1904, 54,252. 


MASSACHUSETTS. 


Boaton, Evening Transcript( (412). Boston’s 
tea table paper. Largest amount of week-day adv. 


Boston. Globe. Aocrags Sor 1903, daily, 195,- 
554, Sunday, VVTSV4. 


Boston, Rg En ape ngland Magazine, gene: 
America Co., pubs. _Average 1902, 21,580. 


ia Post, dy. aerage ‘or 1903, 178,808 " 
Av. for April, 1904, dy. 218,1 Sy. 177,050. 
Largest p.m.or a. m. sale in New "England. 


Boston, Traveler. Kst. 1824. Actual daily av. 
1902, 78.852. In 1903, 76,666. For 1904, to 
June /, daily average, 82.794. 

Largest evening circulation in New England. 

Reps. : Smith & Thompson, N. Y. and Chicago, 


East Northfield, Record of Christian Wort. 
mo. $1. Aver. for year end’g Dec. 3/, 1903, 20.250, 
A high-class magazine for use O) NLY by high-class 
advertisers. Puge rate $22.40 flat, pro rata, 


Gloueester, Cape Ann News. Actual rv 
average year ending February 15, 1904, 4,80 
aver. jirst six mos. 1904, 6.241; June, 1904, 62525. 


North Adama, Transcript, even. Daily net av. 
1903, 5,267. Daily av. printed June, 194, 5,858. 


Springfield, Good Housekeeping, mo. Aver- 
age for 1903, 185,992. First six months 1904, 


_— 166. All advertisements guaranteed. 


Springfield, Republican. Av. /903,dy. 15,542 
(QO), Sun. 15,270 (OO), wy. 4,086. 


Woreester. Evening Post, Post, daily. 
Post Co. Average for 1903,11.711. 


PR age sg L’Opinion Publique, daily (OO). 
‘an., 5,180. Only French paper in 
init ited & ‘stintes on Roll of Honor. 


MICHIGAN. 

Adrian. Telegram, dy. D. W.Grandon. Av. for 
1903,8,912. Aver. ist. Poth of 1904, 4,100. 

Detroit, Free Press. sfeerens Sor 1903, daily 

42,919, Sunday 58.845 

Flint, Michigan Daiiy eis Aver. year end, 
June 30, 04, 6,067 (2). Av. for June, 6, 886%), 

anraet Raptids«, Evening "Press, dy. Average 

3,877,499. 40,000 guar. daily Sor 1904. 
sani Rapids, Herald. Average daily issue 
Sor 1903, 22, $24. 

Jackson, Citizen, daily. ve jaws. 
pub. Actual average for 1903,4,4 (466). 
erage for jirst six months 1903, 4, Ses 

Jaeksnon, Press and Patriot. Actual rd 

average for 1903,5,649. Av. July, 1904, 6,758 


Kalamazoo, Evening Telegraph. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 


Worcester 











Kalamazoo, Gazette-News, 1993, daily, 8,671. 
Guarantees 4,000 more subscribers than any 
other daily i, published in the city. Actual 
3 months to June st, 10,198. 


Saginaw. Courier-Herald, daily, 
‘a 1903, 8,288; July, 1904, 10,566. 


zinaw. Evening News, daily. 
ys ii. 815. July, 1904, daily 14,27 


MINNESOTA. 


Minneapolis Tribune. J. Murphy, pub. 
Est. 1867. Oldest ES daily. Aver- 
age for 1902, daily, 66,872; Se a 
56,850. For’ 1903, daily average, 72,88 
Sunday, 61, 074: Daily average, last 
aun uarter of 1903, was 77,129; Sunday, 
2,924, ‘Sunday eh Sor first six 
mouths ive was 68. daily av- 
Susi. . the first six’ months of year was 

5, 


Sunday. 


"as for 


The —_ Minneapolis daily listed 
in Rowell’s American ? yy 
Directory that publishes its cir- 
culation orer a considerable 
— down to date in KOLL oF 
ONOR, or elsewhere. The Trib- 
une is the reeognized Want 
Ad Medium of Minneapolis, 


‘ 
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wningoopelis, Farmers’ Tribune, twice a-week, 
. J. Murphy, pub. Aver. for 1903, 68,686, 


Mioneapeta, Farm, Stock and Home, semi- 
monthly. Act ual average 1903, 78,854. First six 
months 1904, 79,500, 


Minneapolis, Svenska Amerikanska Posten, 
Swan J. Turnblad, pub. 7/903, seme owe 


Minneapolis, The H hold 
monthly. Actual average 1903, 268, ete" 


Minneapolis, Journal, daily. Journal Print- 
ing Co. Average for first 7 mos, in 1904, 64,884, 


Owatonna, Chronicle, semi-w’y. Av. for 
1908, 1,896, mag aA anne newspaper, 
Present circulation, 2,10 


St. Paul, Der wanieese with ag’l sup., Der 
Farmer im Westen, wy. Av. for 1903, py S 


pit. Paul, Dispatch, dy. Aver. 1903, 58,@. 
Present average 57,388. ST. PAUL'S aap 
ING NEWSPAPER. W’y aver. 1908, Us lat 
St. Paul, Globe, daily. Globe Co., publishers, 

Actual average for 19°, $1,541. 


St. Paul, News, daily. Actual average for 
1903, 85,816. 


St. Paul. Pioneer-Press. 
1903 84,298, Sunday 80,988. 


St. Paul, The Farmer, agri., s.-mo. 
Sub. 50c, Prof. Th. Shaw, ed. 
February, 27,861. 

St. Paul, Volkszeitung. Actual average 1903, 
dy. 11,116, wy. 28,414, Sonntagsblatt 28,408. 

Winona, Republican. and Herald, daily. Aver- 
age 1902. 8,202; 1903, 4,044, 

Winona, Westlicher Herold. Average 
22,519; —- ie 28,111; Vol Ssblatt 
des Westens, 80,0 


MISSISSIPPI. 
Viekaburg, American, daily. = no issue 
less than 1,850. In 1903, 1,900 copies. 





Daily average for 


Est, 1882, 
‘set. av. year end. 
Actual pr esent av, 85,000, 





MISSOURI. 
Joplin, Globe, daily. Arerage 1903, 10. ae 
Mar., 1904,11,491, E Katz, Special Agent, N. 


Kansas City, Journal, d'y and w’y. puree 
for 1903, daily 60,268, weekly 188,725. 


Kansas City, World, daily. Actual average 
Sor 1903, 61,282. 


Springfield, Sunny South, monthly. 
average for 1903, 2, 88 8. 


Actual 
St, Joseph, News and Press. Daily aver. for 
1903, 80,418. Last 3 mos. 1903, 85,065. 


St. Louta, Medical Brief.mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 193, 87,950. 


National Farmer and Stock Grower, mo. Av. /2 
mos. end. Dec., 1903, 196.625, 1902, 68,588. 


Star. Actual daily average for 








St. Louls, 
1903. 64,378. 


St. Louis. The Woman's M ne. monthly. 
Women and home. janie Pub, Proven aver- 
age for 1903, 1,845,511. sonal proven aver- 
age for past ? ne 1.596,468. Every = 


guaranteed to exceed 1,506.00 © copies—full 
count. Largest circulation of any publication 
in the world, 


MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 
Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10,617. Sworn net circu- 
lation from Jan. 1 to June 30, 1904, over 14,000. 


NEBRASKA. 
Ansley, The Nebraskan, monthly. 
Barks, pub. Actual average 1903, 5,088. 
Lincoln, Daily Star. — average for 1903, 
11,165, April, 1904, 14,48 
Lincoln, Dettectmaneriban Farmer, weekly. 
Average year ending June, 1904, 149,808. 
Lincoln, Freie Presse, weekly. Actualaverage 
for year ending June. 1904, 152.0 
Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pubs. Average Sor 1903, 5,810. 


A. H. 
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Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903,1,800, in 1902, 1,660. 
Omaha, News, daily. Actual average for 1903, 

41,824 


NEW HAMPSHIRE. 


Franklin Falls, Journal-Transcript, weekly. 
Towne & Robie. Actual average 1903, 8,560. 


NEW JERSEY. 

Asbury Park, Press, dy. J. L. Kinmonth, pub. 
Actual average 1903, B79. In 1902, 8,556, 

Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 6 mos. end. April, 3v, 1904, 7,702. 

Camden, Cyt tener. Actual daily aver- 
age, 1903, 5,798 sworn. Jan.,/904, 5,889. 

Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 

Hoboken, Observer, daily. edema average 
1902, 18,097 ; Sept., 1903, 22.75 

Jersey City, Evening aan Arerage for 
1903, 19,012. First _six mon six months 1904, 21,024. 


Newark, Evening News. News. Evening News Pub. 
Co. Av. for 1903, daily 58,896. Sunday 16,291. 


Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125, 


Red Bank, Register, poy Est. 1878. John 
H. Cook. Actual average 1903, 2,961. 


Washington, Star, wy. Sworn av.’03,8,%759. 
Every issue since Feb., 04, more than 8,900. 


NEW YORK. 
Albany, Journal, evening. Journal Co, Aver- 
age one year to April 30, 1904, 17,288. 


Albany, Times-Union, every evening. Establ. 
1856. Average for first three months 1904, 29,626. 


Batavia, News, evening. Average 1903, 
6,487. Six months, 1904, 6,810. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 
Buffale, Courier, morn.; Enquirer, even, \W 
J. Conners. Aver. for 1903, morning 50,882, 

evening 88,082; Sunday arerage 68,586. 
Buffalo, Evening News. Daily average 1903, 
79,408. First 3 months 1904, 85,949. 
Catskill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408. Av. June, 1904, 8,615. 
Cortland, Democrat, Fridays. Fst. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Le Roy, Gazette. Est. 1826. Arer. 1903.2.254. 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 


igons, Republican, established 1821. Chas. H 
Betts, editor and prop. Circulation 1903, 2,321. 


Mount Vernon, Daily Argus. Average /903, 
2,989. Westchester County’s leading paper. 


Newburgh. News. daily. Av. for 1903, 4,487, 
4,000 more than all other Newb’ gh paper: s combined. 


New York City. 


American Engineer, my. R. M. Van Arsdale, 
pub. Av. 1903, 8,875. Av. vor 1904, 4,600, 


American Machinist, w’y, machine construe 
(Also Luropean edition.) Average 1903, 20,475. 


Army & Navy Journal Est. 18638. Weeki aver. 
for 1903, ° 026( )e a (May 7) 
9,415. . C. & F.P. Church, 


Automobile (The), ge Flatiron Building. 
Average circulation 1903, 10,022. 








Benziger’s Magazine, family monthly. Ben- 
ziger Bros. Average Yor 1903, 29,208. Your 

advertisement in Benziger’s Magazine will br ing 
cae business, because its circulation has 
QUANTITY, CHARACTER, INFLU ENCE, 

Benziger’s Magazine is sold only by vearly sub- 
scription, and those who advertise in its columns 
reach avery desirable class of people. Advertis 
ing rates, 25 cents per agate line. 


Clipper, weekly (Theatrical). Vrank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) 689) 


Dry Goods, monthly. Max J sebater, pub- 
lisher. Actwil average for 1903, 4,8 





El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review. weekiy. Electrical Review 
b. Co. Average for 1903, 6,885 (O©). 


Elite St begs monthly. Purely fashion. Actual 
average for 1903, 62.125. 


petite News. A weekly journal of civil, 
mechanical, mining and electrical engineering. 
Average circulation 1903, 12,642 (© ©). 


Forward, daily Forward Association. Aver. 
age for 1903, 48,241. 


Four-Track News, monthly. Actual av. 
for six months ending July, 1904, 90,8845 
August edition guaranteed 100,000, 


Haberdasher, mo., est. 1881. Actual average for 
1908, 7,166. Binders’ davit and Post 
receipts distributed monthly to advertisers. 

Hardware Dealers’ Magazine, monthly In 
1993 no issue less than 17.000. (OO). 

Junior Toilettes, fashion mo. 3 ox sang 
huber, pub. Actual L average 1903. 

Leslie’s Monthly Mogazine, New York. pa 
circulation for the 72 months, 218, 684. 
Present average ci - & 288,278. 

Morning Telegraph, dail; h, daily. Deay Telegraph 
Co., pubs. Average for 1902, ' or 1902, 28,2: 








Music Trade Review, music trade and art week-. 


ly. Average for 1903, 5.588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Newspaperdom, w’kly. Recognized journal of 
newspaper pub’g and adv’g. Aver. 1903, 5,189. 


New Thought, monthly. 27 F. 22d St., New York. 
Sydney Flower, publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy for the aski 
Worth examination. NEW GHT has made 
money for all its eavestions, Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903, 104,977. 


Pocket List of Railroad Officials, qly. Railr’d 
& Transp. Av. 1902, 17,696; av. 1903, 17,992. 


gy Ink, weekly. a 4 -~ for advertis- 
ers per year . Average for 1908, 
11,001. Issue May #4 18, 1904, 28,800 op ne ; 


The Ladies’ World, mo.. TT a Average 
net paid circulation, 1903, 480, 15 


The People’s Home Journal, 515.250 monthly, 
Good Literature, 454,888 mouiely.s average cir- 
culations for 1903—all to rye -advance sub- 
scribers. F. M. Lupton, Publ Publ joker. 


The World. Actual aver. for 1903, Morn., 278,+ 
607, Evening, 857,102, Sunday, B88, 650. 


Toilettes, fashion, monthly. Max Jagerbuber, 
publisher. Actual average for 1903, 61,800. 


Rochester. Case and Comment, mo. Law. Av, 
or 1903, 80,000 ; £ years’ average, 80,186. 


Seheneetady, Gazette, daily. A. N. Liecty, 
Average for 1902, 9,097. Actual average for 
1903, 11,628. 


Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver. 1903, dati y 88,107, Sunday 88,496. 


Utlea, National Electrical Contractor, mo. 
Average for 1908, 2,708. 


Utiea, Press. ony. A ad A. Meyer, publisher. 
Average for 1903, 14, 


Warsaw, Western New a weekly. Aver- 
age for 1903, 8,802. In county of 32,000 with 
no daily. 


Wellaville, Reporter. Only dy. and s.-wy. in 
Co. Av. 1903, daily, 1.184; semi-weekly, 2,958. 


NORTH CAROLINA. 
Charlotte, Observer. North Carolina’s fore- 
most newspaper. Act. daily av. 1903, 5,582 ; 
Sunday, 6,791; — -weekly, 8,800. First three 
months 1904, 6.578 


Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 8,5 bO. Covers Covers ten counties. 


Raleigh, Biblical Recorder Recorder, weekly. Average 
1903, 8,872. First five months 1904, 10,166. 
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NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for April, 1904, 
6,862. Will guar. 6,000 Sor year, N. ‘Dakota’s 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 


Grand Forks, Normanden,weekly.Av. for 1903 
6,451. Guar. 6,800 after March sth, 1904. 


Wahpeton, Gazette. Average 1903, 1,564. 
Present circulation, 1,800; sent free, 1,500. 


Total, 8,300, 
OHIO. 


Akron, Beacon Journal. Average /903, 8,208. 
N. Y., 523 Temple Court. Av. April, 1904, 9,498. 


Cincinnatl, ef and Server, monthly. Actual 
average for | 18,088. Actual average for 
1903, 48, 625. Official organ Hotel aud Restau- 
rant Employees’ Int. Alliance and Bartenders’ 
Int. League of America. WATCH US GROW. 

Cincinnati, Times-Star, dy. Cincinnati Times 
Star Pub. Co. Act. average for 192, 148,018. 

Actual average for 195, 145,164. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 193, 66,445; gendey, 6 = 
July, 1904, 81,680 daily ; Sunday, 6 


Darien, Keus, dy. News Pub. Co. mil ye 
for 1903, 16,407. July, 1904, 18,894. THE ONE 
DAILY in a one-daily city. Thorough canvas of 
all homes proves circulation larger than all other 
Dayton dailies combined. 


Laneaster, Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1.680 for 2 years, 


London, Democrat, semi-wy. Actual average 
1902, 8.101. Average 1903, 3,809, six months 
1904, 8,522. 


Mansfield, Daily ‘News. Act. aver. year end. 


June 30,04, 4,280(2). First 6 mos. ’04, 4, 882.3%). 


Springfield, Farm and Fireside, agricultural, 
semi-monthly. est. 1877. Actual average for 1903, 
825,670. —_— average for first six months, 
1903, 840,875. 


ringfield, Press-Republic. Aver. 1903.9, 2838. 
Apel 04, 10,155. N.Y. office, 523 Temple Court. 
Springfield, Woman’s Home Com ion, 
household monthly, est. 1873. actual av. for 1903, 
884.250. Actual average for first six months 
1903, $85,166. 
Toledo, Medical and Surg:cal Reporter, mo 
Actual average 1903, 10,083. 
Washington Court House, Fayette hae 
Record, weekly. Actual average 1903, 1,775. 
Youngstown, Vindicator. D'y av.’03,11,009. 
InCoste & Maxwell, N.Y., Eastern Reps. 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, 
average 1903, 28,020. 


Pw eben ~¥Y FO sper dy. 
Aver. for 1903, daily 2 » weekly 25,014. 
Year ending July 1, °03, - “Sisee, wy. 28,119. 


Oklahoma City, The Oklahoman. 1908 aver., 
5,816; April, ’04,%7,798. EH. Katz, Agent, N.Y. 
OREGON. 

Astoria, Lannetar. C, SE peeeere. Finnish, 
weekly. Average 1902, 1.898 


Portland, Evening Telegram, dy. (ex. Sun) 
Sworn circ’n six months ending June 30, 21,148. 








wy. Actual 





and wy. 





Portland, Oregon Daily Journal. Actual aver- 
aye for 1903, 8,946; first 7 mouths 1904, 14,479 
copies. In March, 1904, the Oregon Datly Journal 
established a Sunday edition. The a rerage issue 
from March 2th to June sth was 13.800 copies 
as per detailed statement filed with the American 
Newspaper Directory. 


Portland, Pacific Miner, semi-mo. Av. yea 
ending Sept., 1903, 4,889; Jirst 8 mos, 1903, At oie 
PENNSYLVANIA. 


Chester, Times, ev’g d’y. Average /903, 8,187. 
N. Y. office, 220 B’way. F R. Northrup, "Mer. 





Connellaville, Courier, daily. Aver. for 193. 
1,848, weekly for 1903, 8,090, daily average 
April, 1904, 8,019. 


Erle, Times daily. A Average Sor ey 11,208. 
July, 1904, 14,288. E. Katz, Sp. Ag., N. ¥. 
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Philadelphia, Farm Journal, monthl ie Wil- 

mer Atkinson © Grapany. publishers. verage 

Sor 1903, 544 inters’ Ink awarded 

the seventh Sugar — to — Journal with this 
nscri, 

bi. amarded June 7. —- 


ad merits extending over a 


riod of half a year, , among ali 
those publiohed in i Emited Ba tes Iso born 


“‘ pronounced | the one that oan ty A pa purpose 

au au vd Sor the agricultu- 

ral population, and as an effective a economt- 

**cal medium for communicating with them, 
“ through its a vertising cole columns.” 


The Philadelphia 
Bulletin’s Circulation 


for the first seven months of 1904, com- 
pared with the previous year, is as 
follows: 





1903 
Jan. . $29,173 
Feb. . 140,056 


1904 
159,377 copies 
186,890 


Mar. . 146,774 {83,837 - 
April. 146,597 182,679 “ 
May . 139,877 179,543 “ 
June. 144,610 185,319 zi 


July . 142,597 181,543 
Av’ge for 7 mos. 1903, 141,383 copies. 
Av’ge for 7 mos. 1904, 179,884 copies. 


se 38,50 Lor 


The BULLETIN’s circulation figures 
are net; all damaged, unsold, free and 
returned copies have been omitted. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


Daily Copies 136,178 


ACTUAL CIRCULATION FOR JULY: 


. 131,562 
0 issue 
- 136,079 






Sunday no issue 


1 

2. 

3 

4.... Holiday no issue 
5 135,361 
6 : 

7 








De IEE 65 vives icincedicescdctav: 3. 


a, 460 
Daily net ye 136,178 
ARCLAY H. a. 
resident 
Philadelpbia, Aug. 5, 1904. 





THE KVENING TELEGRAPH is best for advertis- 
ing. It goes into the home and stays there 
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A second lelter issued from THE PHILADELPHIA PRESS 
Office, Philadelphia, which is self explanatory. 





THE PRESS COMPANY. 


‘Publisher's Office, 
PHILADELPHIA, Pa., July 25, 1904. 


Mr, Charles J. Zingg, 
Business Manager and Managing Editor, 
*‘*Printers’ Ink,’’ New York City, N. Y. 
Dear Sir:— 
A SECOND LETTER 


Regarding the true newspaper situation in 
Philadelphia.’ 

Last week the Philadelphia PRESS issued a 
statement showing very clearly that it prints 
more REAL ESTATE advertising than any other paper 
in Philadelphia and: proved by figures that it is 
the .leading REAL ESTATE MEDIUM of the city. 
These statistics were sent out to correct a mis- 
leading letter circulated by another Philadel- 
phia newspaper. We-now send out to-day’s letter, 
showing the true situation regarding the RESORT 
business. These figures show clearly: that THE 
PRESS is also the most popular medium of Phila- 
delphia with resort advertisers. It prints 
more advertising of that class than any other 
paper in this city, and this statement is put out 
in’ contradiction to the same misleading letter 
mentioned above. 

The following measurements are. compiled for 
the. months of March, April and May, 1904 (the 
three months erroneously quoted), and are not 
confined to a-portion of the week,. but include 
all of the issues of the five leading papers 
during every day of that period: 

THE PRESS printed 60,222 agate lines. 
The: next paper printed 44,670 agate lines. 
The next paper printed 40,113 agate lines. 
The next paper printed. 30,336 agate lines. 
The next paper printed 18,644 agate lines. 

Careful advertisers are sure to spend their 

money with papers that give them the best results. 
Yours very truly, 


THE PRESS COMPANY. 





S. ©. BECKWITH SPECIAL AGENCY’ 
NEW YORK AND CHICAGO 
























fladelphia, Camera many. Frank V. 
Pw bers. "A Average for 1903, 7,120 
Philadelphia, Press. Av. circ, over 198. 000 
daily. Net average for July, 1904, 110,6 
iladelphia, one School Times meekly 
— for 1 61. Lg ¥ for. rates 
the Religious Press A 


Pittsburg, Chronicle-Telegraph. pen 1908, 








56,268. Sworn statement un application. 
Pittsburg, Labor World, wy. Ar. 1903, 18, 
088. Reaches best paid class class of workmen in U.S. 


Scranton, Times, every evg. E. J. tact. Av. 
for 1908, 21,604, La Coste & Maxwell, N. Y. 


Warren, Forenings Vannen, pyetie, ~ 
Ay. 1902, 1,541. Oirculates Pa., N. Y. and O. 


Washington, Reporter and Observer. 
months ending June 30th, 2 30th, 10,7 745. 


West Chester, Local Ne’ News. daily. 
Hodgson. Average for 1903 15,168. 


Williamsport, Grit. America’s Greatest 
Weekly. Net paid average 1903, 181,868, Smith 
& Thompson, keps., New York ‘and Chicago. 


York, Dispatch, daily. Dispatch Publishing 
Co. Average Sor 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,4185 (©@) 
Sunday, 19,892 «© ©). Evening Bulletin 836,886 
average /#3. Providence Journal Co., pubs 


Weaterly, Sun. Geo. H. Utter, pub. Average 
193, 4,858. Only daily in 80. Rhode Island. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. G. P, 
Browne. Average 1903, no issue less than 1,750. 


Charleston, Evening Post. Actual dy. aver. 
for second 3 months 1904, 8,727. 


Columbia, State, daily. State Co., 
Actual aver, for 13, daily, 6.568 ( 
ag 2,015; Sunday, 7,705. 
1904, daily 7,699, Sunday 8,928. 


SOUTH DAKOTA. 
Sioux Falla, Argus Leader. Tomlinson & Day, 


publishers. Actual dailyaverage for 1902, 5,819. 
Actual daily aver. for 1903, 8,882. 


Six 


Ww. H. 





ublishers. 
semi 
First six mos. 


TENNESSEE, 
Lewisburg, Tribune, ee mostty. Ww. M. 
Carter. Actual average 1903, 1 9201 


Memphi«, Commercial AppoaNe wo Sunday 
weekly. Average ro, < 9, Sunday 
88,080, weekly 77,8 1° (064). March, 1904, daily 
84,852, Sunday 47, 296: weekly 82,468. 


Pe ae Morning News. Actual daily aver 
e for 1908, 17,594. For six months ending 
June, 1904, 21,589, 
Nashville, panes, daily. Av. for year ending 
Feb, 193, 16.4 Six months 1904, 20,851. 
Only Nashville Snsipetinibte to Roll of Honor, 


Nashville, Progressive Teacher and Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 
Denton, Denton Co. Record and Carenicle 
wy. W.C. Edwards. Average for 1908, 2,68' 


El Paso, Herald. Dy. av. 1903, 8,265; April 
1904,4,284, Merchants’ canvass showed Herald 
in 30 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 


La Perte, Chronicle, aaa Fe G. E. Kepple, 
publisher. Average for 1903, 1 


Paris, Advocate, ae = N. Furey, pub. Act- 
ual average, 1903, 


UTAH. 
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VERMONT. 


Barre, Times, daily. F. E. Langley. Aver. 1903, 
2,710. Five months in 1904, 8,062. 

Burlington, Free Press. sPress. Daily av. 03, 5,566, 
9 mos, to June 1,5,920. Only Vermont paper ex- 
amined by Association of American Advertisers. 


Burlington, News. Jos. Auld. ftea i datty 


average 1903, &,046, sworn av. April, 5, 
VIRGINIA. 


Postel Dispatch, daily. Sworn average for 
1902, 5,098 ; for 1903, %,4823 February, 8,448; 
March} ’, 241. 


Richmond, News Leader, Leader, every evening ex 


cept Sunday. Daily average Fe ry 1, 1903, to 

Fe ry 1, 1904, 27,4 The largest circulu- 

tion between Lon dade and Atlanta. 
WASHINGTON. 


Tacoma, Ledger. Dy. av. 1903, 12,7173 Sy., 
15,6103 wy., $8,912. Average 4 mos, 1904, dy., 
14,5115 Sy. 18,280; wy, 9.482. 8. C. Beck: 
with ., Pribunte Bldg., Ye Chicago. 


WEST VIRGINIA. 

Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average for 1903, 2,801 (1054). 

Wheeling, News. Dail id cirewn 9,707, 
Sunde ‘circu'n 10,8 
to “Apri s, 1905. Guarantees ‘a paid circulation 
equal to any other two Wheeling papers combined. 

WISCONSIN. 

La Crosse, Leader-Press, daily. 
age 1903, 5,590. 

Milwaukee. Evening Wiseeneta, TR KEvg. Wis- 
consin Co, Average for 1903, 21,981; December 
1903, 25,090; June, 1904, 26, 696 ( (O©). 

Milwaukee, Germania-Abendpost, dy. Av. for 
year end’g Feb.,’04, 28, +8, 8765 o av. Feb.,’04, 24,808. 

Milwaukee, Journal, daily nal, daily. Journal Co., pub. 
Av. end, June, 1904,86,016. June, 1904, 86, 870. 

Oshkosh, Northwestern. ¢ daily. Average for 
1903, 6,488. First six months 1904, 7,228. 

Racine, Journal, aby. Journal Printing Co, 
Average for 1903, 8, 702. 


Racine, Wisconsin Agriculturist, weekly, 
Average for 1903, 88,181. First 6 months 1904. 
36,872. Advertising $2.80 per inch. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
publisher. Average for 1903, 5,888; 
May, 1904, 7,281. 


Victoria. Colonist, duily. 


Actual aver 





Colonist P. & P. Co. 
Average Sor 1903, 8,695; June, 1904, 4,808. 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, Germanw’y. Av. 
Sor 1903, 9,565. Only medium in special . 
Winnipeg, Free Press, daily and weekly. <Av- 
erage for 1w3, daily, 18,824; weekly, 18,908. 
Daily, July, 1904, 25,548. 


NOVA SCOTIA, CAN. 
Walifax, Herald (© ©) and Srening Mail. 
Average 1908,9,941. June, 1904,15,948. 
ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. — Or 1903, 5,875. 


Toronto, Star, dai endin 
June 30th, 25,988; wirat six seoonthe 1h 1904. 1. 80,045, 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515. 


Montreal, La Presse. Treffle Berthiaume, 
lisher. Actual average 1903, daily 72, 
Average April, 1904, 80.116, 


Montreal, Star, dy. & wy. Graham & Co. Av. 





ub- 
94. 





Ogden, Standard. Wm. Glassman. pub. Av. 
for 1903, daily 4,881, semi-weekly 8,158. 





Sor’03, dy, 55.127, wy. 12 269 (1145). Six mos. 
and. Mou3/, 08, du, au. &F.147, wy. 122,157. _, 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 











¢2” Printers’ Ink has always held that newspapers which carry 
the largest number of want advertisements are closest to the 
hearts of the people, and are for that reason not only prosperous, 
but of a distinct profitableness to an advertiser. 


{#~ Publications entitled to be listed under this heading are 


charged 10 cents a line a week. 


Six words make a line, 


After September ist the cost of advertising under this heading 
will be 20 cents a line or $3 an inch each insertion; and display 


type may be used if desired. 





CALIFORNIA. 
bine TIMES prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in I.os Angeles combined. it is the 
medium for the exchange of commercial intelli- 
gence throughout the whole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION; 
minimum charge 25 cents. Sworn daily average 
for year 1903, 36,656 ae. Sunday circulation 
regularly exceeds 5) ,000 copies. 


COLORADO. 
‘S.HE Denver Post, Sunday edition, Aug. 31, 194, 
contained 3,049 classified ads, a total of 72 4-10 
columns. The Postis the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 





DELAWARE. 
OCAL readers use the Wilmington EVENING 
JouRNAL for Want advertising. They get 
results. Haif cent a word. 


7* Delaware the only daily paper that ar- 
antees circulation is ‘Every Evening.” It 
carries more classified advertising than all the 
other Wilmington papers combined. 


DISTRICT OF COLUMBIA. 
'MHE Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT Abs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA., 


rP\HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


HE Augusta CHRONICLE is the want advertis- 
ing medium for the western half of South 
Carolina and the eastern half of Georyia. 


ILLINOIS. 
‘|. AE AvRoRA DalLy News runs twice to three 
times as many want ads as any other paper 
in Kane County, population 80,000, 


EORIA (IIL) JouRNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


hi Chicago DaILy News isthe city’s ‘Want 

ad” directory. It published during the year 
1903 10.781 columns of “classified” advertisin:, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
News office by telephone. Nofree Want ads are 
published. The DAILy News rigidly excludes all 
odiectionable advertisements. ‘‘Nearly every- 


body who reads the English language in, around 
or about Chicago read 
the Post Office Review. 


's the DalLy NEWS,” says 





INDIANA. 


M\ERRE HAUTE Star carries more Want ads 
than all other ‘!erre Haute dailies. 


‘J.HE MARION LEADER prints more paid classi- 
fied ads in six days a week than all other 
Marion papers combined. 


UNCIE STAR carries more Want ads than 
J any other Indiana_morning newspaper, 
with the exception of the Indianapolis STaR. 


NDIANAPOLIS Star since January first has 

more than doubled the volume of its Classi- 

fied advertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 


HE Indianapolis NEws in 1908 printed 125,89 
more classified advertisements than all 
other dailies of indianapolis combined, and 
printed a total of 264,123 separate and distinct 
paid Want advertisements. 


IOWA. 
MpPHE Des Moines CAPITAL guarantees the larg- 
est circulation in the city of Des Moines of 
any daily newspaper. It is one of the want ad 
mediums of lowa., Rate, one cent a word. By 
the month, #1 per line. It is published six even- 
ings a week. Saturday the big day. 


KENTUCKY. 
Ts FE Owensboro DAILy INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 


MARYLAND. 
‘QJ. HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of ‘timore 


MASSACHUSETTS, 
‘THE Brockton (Mass.) Damy ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


'J\HE Boston GLoseE, daily and Sunday, carries 

more Want ads than any other paper in New 
England because it brings results to the adver- 
tiser. A trial convinces. 





‘J\HE Boston EVENING TRANSCRIPT is the lead- 

ing educational medium in New England. 
It prints more advertisements of schools and in- 
s_ructors than all other Boston dailies combined. 


NHE Boston HERALD enjoyed a gain of 74% 
couumns in advertisements during the 
month of July,a gain of over 254 in classified ad- 
veriisements alone; while no other Boston paper 
showed any gain. The ALD’s nearest com- 
petitor, inueed, showed a loss of 131}¢ columns. 























MINNESOTA, 
‘or St. PauL DIsPpaTcs is the leading “Want” 
medium in the Northwest, read and relied 
upon by everybod y in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings repiies at smallest cost. 
Circulation 1903-63. 044; now 57,624. 
oe that prove that The Minneapolis 
JOURNAL carries the eo ol “Want Ads’’of any 
daily newspaper in the North 


wNearest Dail; 
Journal. Com titor. 
Year 1903 2,980 cols. 1,900 cols. 
7 months 1904, 2,031 “ ia * 


4 i MINNEAPOLIS TRIBUNE is the recognized 
t ad medium of Minneapolis and has 
been for. a % ears. It is the oldest Minne- 
apolis daily and has over 80,000 subscribers 
20,000 each day over and 
above one other Minneapolis daily. Its evening 
edition alone has a larger circulation in Minne- 
apolis than any other evening paper. It pub- 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
— morning and evening issues. No other Min- 
eapolis daily carries anywhere near the num- 
ber of Wanted advertisements or the amount in 
volume, 


MISSOURI. 
he Joplia Grebe is the leading Gotity ot in Se 
Kansas Lead and Zinc Minir 
trict. Circulation over a A page of 4 
ads. Send for sample cop 


rT. HE Kansas City Timus an The Kansas 

Cit STAR, (evening) carry all of Kansas 

City’s “Wants.” The Kansas City SUNDAY STAR 

= over, ens pages of paid Wants every 

ee, reason—because everybody in 
ey one reads the Tres and the Star. 


[HE Kansas City JOURNAL (every mornin 
includin —, one of the recognize 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. Rate, 5. centsa nonpariel line. 


NEBRASKA, 
HE Lincoln DamLy Stak, the best ‘‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
— aan 12,000 dairy. 
. Special Saturday rate, 15 words only, 
tianen, 15 cents, cash. DAILV STAR, Lincoln, Neb. 


NEW JERSEY. 
E LIZABETH Daly JouRNAL covers population 
4 of 9,000. Largestcirculation. Brings re- 
sults. Only “Want” medium, Cent a word. 


NEW YORK. 
HE Post-ExPress is the best afternoon Want 
ad-medium in Rochester. 


Bens DAILY EAGLE, New York City. 

at want and classified advertising 
medium in Greater New York. Carries more 
summer resort + ied than any other paper 
in the United 8 


RINTERS’ op published weekly. Therec- 
ognized and d leading Wantad medium for 








ing novelties, printing, ee circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and potas § anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, ten cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents, 


OHIO. 
T=3s Dayton, O., HERALD has the callfor o- 
advertisements in Dayton. It’s 
home paper and gives results. 

img = month of April, 1904, the Dayton, 
oO. Ss carried 26% more want advertis- 
ing than ten neneeet competitor, regardless of its 
rice being twicc that of its nearest competitor. 
‘he News has just established 26 branch sta- 
tions in representative parts of the city, and its 

Want columns will be better than ever. 


HE MANSFIELD News publishes daily more 
Want ads than any other 20,000 population 
newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 
OKLAHOMA, 


HE OKtanomaNn, Okla. City, 7.800. Publishes 
more Wants than avy four Okla. competitors, 
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OREGON. 

4 ee Portland, Oregon, DaILy JouRNAL, every 

evening —_ Sunday morning, carries more 
* want ads than all the other evening papers 
in Oregon combined, including its afternoon 
Portland contempora: Rate :5 cents a line 
each insertion—seven nsertions, "rae the 
Sunday JOURNAL, for the price of five 


PENNSYLVANIA. 
Ts Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


PHILADELPHIA, THE EVENING BULLETIN— 
Want ads in THE BULLETIN pay fora num- 
ber of reasons. First, in Philadelphia nearly 
everybody reads THE BULLETIN. Second. THE 
BULLETIN has by many thousands the largest 
city circulation of any Philadelphia newspaper. 
(See Roll of Honor col.) Third, THE BULLETIN goes 
daily into more Philadel; hia. homes than any 
other medium. Fourth, THe BULLETIN will not 
print in its classified columns advertisements of 
a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VIRGINIA, 


‘J. HE Trks-DisPaTcuH carries more Want ads, 

both help and general, than any other pa- 

r published in Kk: ichmond, because it is the 

ome paper of Richmond and Virginia, and 

reaches the class that give results. Want ads, 
May, 4,101; June 4,824. 


T HE News LEADER, published every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want ad dvertisement medium in 
Virginia. Classified advts., one cent a word 
insertion, cash in advance; no advertisement 
counted as Jess than 25 words; no display. 


CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada. (Daily 80,000, turdays 
100,000.) Carries more want ads than any French 
newspaper in the world. 


HE DAILY TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads one cent a word. 
Minimum charge 25 cents. 


‘THE Toronto DatLy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more local general advertising. 
than any other Toronto ers Sworn daily 
average circulation, 1, May, 190 30,670, 


f[\HE Montreal DAILY STAR carries more Want 

advertisements than all other Montreal 
dailies combinea. The FamMILy HeRaLtD AnD 
WEEKLY STAR carries more Want advertisements 
than any ot\her weekly paper in Canada. 


fhe Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger volume of eS advertising 
than any other daily paper in the Dominion. 
Number of paid Want a s” published in April, 
39,984; in May, 39,180. 


HE Toronto EVENING TELEGRAM, charging 
le. per word each insertion, except for 
special contract advertising. carried 37,122 indi- 
vidual classified ads during the month of June 
and received 18,293 “box letters.” This is the 
largest count of any Canadian newspaper, though 
most of them allow 6 insertions for he price of 
4, _ some of them 3 insertions for the price of 
1. If the “Want ad” patronage is an indication 
of the value of an advertising medium, there 
can be no question about the EVENING 
GRAM, of Toronto. It has more readers, locally, 
than any other two papers combined, morning 
orevening. Rates, 5c. per line on 20 000 line con- 
tracts; 6c. per line ‘of 10.000 line contracts. Daily 
average circulation for six months to June Ist, 
BRITISH COLUMBIA. 
T= Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office in 
Vancouver). More “WANT” ads appear in the 
Sunday (OoLoNIsT than in any other a west 
of Winnipeg. One cent a word each issue, Sam- 
ple copies free, 
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The Little Schoolmaster will attempt to demonstrate that 
which money for that purpose should be expended. 

This country has a wealth of water power, sites for factorie Hts 
permanent settlers which are now in an undeveloped state. Sys 
parties—and the public press should be the chief medium. 


Municipal advertising is steadily gaining in volume and appgation 
intends to make known and utilized. From present indications thpibove 
newspapers and magazines ought to be interested in this issue, and (ir adv 

Incidentally, it may be well to remind publishers that the abopissue 
may be had at the rates now in force, viz: $50 a page for special pation if 
one inch; 25 cents a line. 


The rates for classified advertisements in this issue are $20 afjge; 
the last issue of PRINTERS’ INK in which these rates prevail. The 
double the price now charged. 


The attention of adwriters, novelty dealers and all others w 
Contracts may be made however beginning with the abovei 
be canceled at will. 
If remittance comes with order and copy, five per cent discoujjwi 
whole year, ten per cent may be deducted. 
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DAY, AUGUST 24, 


dvertising 


$20 afte; $10 half a page; $5 quarter page; ten cents a line. This is 
The ng following week the rates for classified advertisements will be 


Have occasion to use the classified columns is called to this fact. 
etill forbid at the old rate, and contracts of this character may 


If remittance comes with order and copy for a 
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A JOURNAL FOR ADVERTISERS, 
t@r Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Ten centsa 
copy. Six dollars a hundred, 


awn 
ADVERTISING RATES : 

c adverti ti aeverticing Agents 
and Want Ad Mediums, set in pearl, begin- 
ning with a two-line initial letter, but containing 
no other type larger than pearl, 10 cents a line, 


sflod 








& page. 

Displayed advertisements 20 cents a line, pearl 
—— 15 lines to the inch ($3); 200 lines to the 
page ($40). 

For specified position (if granted), 25 per cent 
additional, 

For position (full page) first on first or last on 
last cover, double price. 

For inside of cover pages or first advertise- 
ment on aright-hand page (full pages) or for 
the central doubie pages printed across the 
centre margin, 50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 

Two lines smallest 
words make a line. 
Everything appearing as reading matter is in- 
rted free 


se! 4 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
TS 


rata. ‘ 
vertisement taken. Six 


Cuar.es J. ZincG, 
Publisher, 
Business Manager and Managing Editor. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,.EC 


NEW YORK, AUGUST 17, 1904. 
THE I, A. A. 


Estimates claim that the amount 
of money annually expended for 
advertising in the United States 
is one billion dollars. 

To make it more comprehensive : 
—One billion dollars per annum, 
equals eighty-three million ($83,- 
000,000) per month; nineteen and 
One quarter million ($19,250,000) 
per week; two and one half million 
($2,500,000) per day; one hundred 
and five thousand ($105,000) per 
hour; seventeen hundred and fifty 
dollars ($1,750.00) per minute, or 
thirty dollars ($30.00) every tick 
of the watch day and night. 

To the uninitiated, it will seem 
impossible that this immense 
amount of money is annually spent 
in advertising. 

To the careless thinker, it will 
appear an enormous waste and be 
regarded by many as a direct tax 
upon the consumer. 

Who pays for this advertising? 
Obviously the consumer of the 
goods advertised, because the man- 
ufacturer must provide for it from 
the profits on goods sold. 

But a moment’s consideration 
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will demonstrate that this Huge 
sum is not, after all, a tax upon 
the consumer. The truth is, every 
dollar judiciously spent in adver- 
tising an article of merit reduces 
the cost to the consumer by reason 
of the increased demand, and 
therefore a lessening cost in man- 
ufacturing and selling. 

Prove it for yourself by compat. 
ing the prices of any well adver- 
tised article of intrinsic merit, with 
a similar unadvertised article of 
equal merit. You will find with- 
out exception that the advertised 
article—quality being duly consid- 
ered—is cheaper than the unadver- 
tised article of limited sale, 

The enormous investment in ad- 
vertising compels manufacturers to 
keep the quality of their goods up 
to standard. This last considera- 
‘‘on is a very important one, as it 
insures a uniformity of quality 
which protects the public against 
adulteration and poor workman- 
ship. 

The men who are expending this 
billion of dollars a year, and those 
engaged in directing its proper 
distribution, believe that its effi- 
ciency may be increased by its 
more thorough and scientific study. 


To this end the International 
Advertising Association has been 
formed, and advertisers, publishers, 
advertising agents and all others 
who have to do with the subject, 
are enthusiastically giving it their 
support and co-operation. It may 
reasonably be expected that this 
organization will greatly assist in 
many ways in establishing the 
great business of advertising upon 
a more satisfactory and economi- 
cal basis. 

No recent commercial enterprise 
represents perhaps a greater for- 
ward step in business economy, or 
is of more far-reaching benefit to 
the public. 

The following is a list of officers 
and directors of the International 
Advertising Association as_ it 
stands to-day. Its names inspire 
confidence and guarantee deeds: 

Orricers—President, Henry D, Perky, Nat- 
ural Food Co., Niagara Falls, N. Y: first 
vice-president, C. W. Steigers, St. Louis Post- 


Dispatch, St. Louis, Mo.; second vice-presi- 
dent, C, H, Brampton, American Cereal Co., 


























Chicago, Ill.; third vice-president, Barney 
Link, American Billposting Co., Brooklyn, N. 
Y.;treasurer, E. J. Ridgway, Ridgway-Thayer 
Co., New York, N. Y.;secretary, Barron G. 
Collier, Street Car Advertising, New York, N. 
Y.; ass’t secy., Edwin J. Seward, Royal 
Worcester Corset Co., Worcester, Mass. 
Directors—Thomas Balmer, Butterick 
Publishing Company, New York, N.Y.; ; Oscar 
E. Binner, Lever rOS., New York, N. Txt 
Charles Arthur Carlisle, Studebaker Bros. 
Mfg. Co., South Bend, Ind.; George H. 
Daniels, N. ¥.¢.€@ 8, R. R. R., New York, 
N. Y.; Paul E, Derrick, Paul E. Derrick Adv. 
Agency, New York, N. Y.; John H. Fahey, 
The Boston /raveler, Boston, Mass.; Aubert 
J. Fay, Carleton & Hovey Company, Lowell, 
Mass.; R. J. Gunning, me of 
Outdoor Publicity, New York, ° 
Haskell, Boston Hera/d, Ready Mass.; 
Walter S. Hill, Billposting, London, England; 
C, E. Ingersoll, Ingersoll Advertising Agency, 
London, England; John Korb, Gerhara 
Mennen Chemical Co., Newark, N. J.; John 
Lee Mahin, Mahin Advertising Co., Chicago, 
Ill.; E. Mapes, Cream of Wheat Co., Minne- 
apolis, Minn.; George M. 5 i oe Ae 
all & Ruckel, New, York, N. Medi 
a Chicago “lribune, Pe Ss iL; 
James B . McMahon, N. K. Fairbanks Com: 
pany, Chicago, Ill; "Herbert “ rick, Phelps 
ublishin, Company, Springfi d, Mass.; 28 
F. Omste y Natural Food 7m andy Niagara, 
Falls, N. Y.; J. A, Patten, Chattanooga Med- 
icine Co., Chattanooga, Tenn.; Frank Pres- 
brey, Frank Presbrey Co., (Adv. Agent), New 
York, N. ¥.; H, P. Powell Rees, Paul E. 
Derrick Adv. Agency, London, England; 
Delavan Smith, The Indianapolis "News, In- 
dianapolis, Ind.; M. Lee Starke, Special 
Agent, New York, N. Y.; A. L. Thomas, 
Lord & Thomas, (Adv. ‘Agents), Chicago, I11.; 
H. C. Yeisel, Globe- Wernicke, Cincinnati, O. 





THE German Daily Gazette, of 
Philadelphia, has embodied in an 
attractive folder the portion of 
PrINTERS’ INK’s investigation of 
Philadelphia dailies that refers 
particularly to newspapers in the 
German language. 





Cuas H. Eppy, wpece’ agent, Io 
Spruce street, New York, who has 
represented the Boston Transcript 
in this city for several years has 
been appointed Western represen- 
tative for paper, with offices in the 
Marquette Building, Chicago. 








A ist of the theater curtains 
bearing advertisements controlled 
by the Lee Lash Studios, New 
York, shows more than five hun- 
dred houses throughout the United 
States and Canada, embracing 
high-class, popular price, vaude- 
ville and stock company theaters 
and summer resorts. Circulation 
is indicated by the average aften- 
dance per week at each, 
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SuMMER playgrounds in the lake 
region of Minnesota are fullv de- 
scribed in a booklet from the Great 
Northern Railway’s St. Paul office, 
lists of hotels and rates accom- 
panying individual descriptions of 
each resort. An equally com- 
mendable summer tour booklet, 
somewhat smaller, is the Michigan 
Central’s brochure descriptive of 
Topinabee, a resting place at Mul- 
let Lake in the northern part of 
Southern Michigan. 





AN advertising novelty that 
seems to be wholly new and more 
or less useful is a small mirror 
which attaches to the back of a 
theater seat. This convenience, 
certain to be appreciated by most 
of the women and all the men in 
an audience, is protected with a 
cover which holds an advertise- 
ment. By raising this the mirror 
is made available and a second ad 
comes to view below it. Under 
the attachment is a hook for hold- 
ing a coat and hat. The novelty 
is made by the S. W. Van Nostran 
Co., Minneapolis, and has been in- 
stalled in the Knickerbocker Thea- 
ter, New York, the Metropolitan, 
Bijou and Lyceum Theaters, Min- 
neapolis, and elsewhere. The mir- 
rors are not sold, but are placed in 
theaters by a special arrangement 
with managers. 





COVER DESIGN MID-MONTH ISSUE OF “LIFB"¢ 
FOR AUGUST, 
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Mr. A. E. CHAMBERLAIN of 
Minneapolis, has accepted a_posi- 
tion with Mr. M. Lee Starke as 
Assistant Manager of his New 
York office. 





An excellent booklet from the 
Syracuse Trust Company, N. Y., 
explains the functions of such an 
institution with more detail than 
is customary, special attention be- 
ing given to the laws of inherit- 
ance of New York State, and the 
advantages of administering an 
estate with plenty of auxiliary cap- 
ital. Both matter and dress are 
entirely commendable. 





A SOUVENIR edition of the Re- 
view of Trade, Manila, P. I., has 
been prepared for the World’s 
Fair, St. Louis, and is freely sold 
on the Filipino reservation. Bound 
in magazine form, with handsome 
embossed cover, it gives much suc- 
cinct, practical information re- 
garding the trade of the islands, 
methods of packing merchandise, 
character of the different tribes, 
etc. 





Two papers dealing with the 
present burning question of alcohol 
in proprietary remedies were read 
at the annual meeting of the Pro- 
prietary Association of America, 
in Chicago, by Norman Lichty, of 
Des Moines, Iowa, and Allen & 
Graham, the association’s attor- 
neys, New York. These papers 
defend the use of alcohol in such 
remedies, and for the benefit of all 
who may be interested in the 
question have been printed in 
pamphlet form, 





In litigation before State courts 
in many parts of the country the 
firm of Johnson & Johnson, New 
Brunswick, N. J., has established 
an exclusive trademark right to 
the blue carton and blue tissue 
paper wrapping for their absorbent 
cotton, and the “Red Cross” sym- 
bol as a trademark for their other 
surgical products. The firm has 
used this trademark since 1886, 
building up a reputation and trade 
that were shining marks for imi- 
tators, 
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On and after July 1, 1904, the 
E. Katz Special Advertising 
Agency, 230 Temple Court, New 
York City, will have entire charge 
of the foreign advertising of the 
New London Day and the Tele- 
graph, outside the State of Con- 
necticut, 





“How to Reach Thirty Thous- 
and Doctors” is a neat booklet that 
gives an analysis of the circulation 
of the Alkaloidal Clinic, published 
monthly in Chicago. This journal 
is listed in the Roll of Honor, and 
according to the 1904 issue of the 
American Newspaper Directory is 
fourth in point of known cir- 
culation of all the medical journals 
in the United States and Canada. 





AFTER a very brief career the 
New York State law regulating the 
trading stamp has been declared 
unconstitutional by the New York 
Supreme Court. The opinion was 
rendered in the case of a cigar 
dealer, who was arrested for sell- 
ing cigars and tobacco accompan- 
ied by coupons which did not bear 
their redeemable cash value as re- 
quired by the statute. The law 
merely imposed a formality on the 
trading stamp companies, and was 
in no sense preventive. 





“In our work of introducing the 
Western Fruit Grower,” says J. M. 
Irvine, publisher of this monthly, 
“we have sometimes had difficulty 
in making some persons believe 
that a paper of this kind could be 
built up to its present standing in 
so short a time.” The Western 
Fruit Grower was established at 
St. Joseph, Mo., in 1897, and ac- 
cording to Rowell’s Directory is 
exceeded in known circulation by 
only one similar journal. Green’s 
Fruit Grower, Rochester, N. Y,, is 
credited with an average of 107,000 
monthly during 1903, and _ the 
Western Fruit Grower’s average 
for the same period was 27,565. In 
a handsome booklet Mr. Irvine 
tells about the growth of the St. 
Joseph publication and _ indicates 
the character of its circulation and 
the quality of advertising accepted, 




















In a little booklet from the Re- 
ligious Press Advertising Syndi- 
cate, Clinton, S. C., are given cir- 
culation claims of thirty-five re- 
ligious journals embraced in this 
list. These are chiefly weekly pa- 
pers, of various denominations, 
covering the Southern States. 





A SET of hatidsome mailing 
cards, showing characteristic Cali- 
fornia views, is being sent out by 
the American Biscuit Company, 
San Francisco, the largest concern 
of its kind on the Pacific Coast. 
The cards go to retailers, and were 
designed by Barnhart & Swasey, 
San Francisco. 





Eppy S. Branopt, the managing 
editor of Woman’s Herald for 
Men, succeeding Mz. Oscar Herz- 
berg, was born in Chicago, edu- 
cated in the public schools of that 
city, and after an experience in 
several lines of business, he enter- 
ed Northwestern University in the 
Fall of 1899. Though working 
his way through college, he found 
time to take up practical work 
besides his studies. He was lit- 
erary editor of the college paper, 
and connected with the editorial 
staff of the Evanston Index. At 
the installation of President James 
of Northwestern, Mr. Brandt rep- 
resented the 3,500 students, while 
in the annual college production 
he broke the record by capturing 
six out of twelve prizes offered for 
the best literary articles, On grad- 
uating, in 1903, he entered the em- 
ploy of the Mahin Advertising 
Company. Mr. Mahin was then 
offering awards for articles on ad- 
vertising. In six monthly con- 
tests, Mr. Brandt’s contributions 
carried off five first prizes, and he 
was accordingly invited to be as- 
sistant editor of Mahin’s Maga- 
zine, which position he held until that 
publication was sold. Since the date 
of the sale of Mahin’s Magazine to 
Judicious Advertising, Mr. Brandt 
has been actively engaged in pre- 
paring copy and suggesting follow- 
up systems for several large adver- 
tisers and has also contributed to 
several literary magazines of na- 
tional reputation, 
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Special Issues 


of 


Printers’ Ink 


For the main purpose of securing 
new subscribers to the Little School- 
master the following special editions 
will be issued on the dates stated : 


August 31, 1904, PRESS DAY, 
AUGUST 24, 


Municipal Advertising 


This special issue goes to about 
three thousand five hundred Boards of 
Trade and Mayors of Cities in the 
United States and Canada (in addition 
to the regular issue), and it will con- 
tain new and interesting features of 
what is done and can be done to de- 
velop, improve and promote the in- 
terests of States, sections of States 
and cities through the power of 
modern advertising. 

The Little Schoolmaster will at- 
tempt to demonstrate that the news- 
papers and magazines are the mediums 
par excellence in which money for that 
purpose should be expended. 

This country has a wealth of water 
power, sites for factories, sites for in- 
dustrial settlements of all sorts, sites 
for tourists and permanent settlers 
which are now in an undeveloped 
state. Systematic advertising will 
make these riches known to the right 
parties—and the public press should 
be the chief medium. 





Sept. 7, 1904, Press Day, Aug. 31 
Department Stores. 





Sept. 14, 1904, Press Day, Sept. 7, 
Mail Order Houses. 





Sept. 28, 1904, Press Day, Sept, 21, 
Real Estate. 





Oct. 12, 1904, Press Day, Oct. 7, 
Trade Journals. 


Oct. 26, 1904, Press Day, Oct. 19, 
Banksand Financial Advertising. 
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THERE are thousands of people 
in Boston who read no other pa- 
per than the Transcript. 





THE Bissell College of Photo- 
engraving is in operation at Effing- 
ham, IIl., and a ten years’ success- 
ful existence would indicate that 
this trade can be successfully 
taught. No correspondence courses 
are given, the students being re- 
quired to attend in person and 
work in the laboratories. A hand- 
some catalogue describes the 
courses offered and gives terms of 
tuition and cost of living. 





THE Simpson- Crawford Com- 
pany’s ads in New York dailies 
have a new feature in the shape of 
a little narrative enforcing the 
store’s claims as a quality depart- 
mental house. This narrative oc- 
cupies about six inches single col- 
umn at one side of the ad, and is 
decidedly new. Here is a recent 
specimen : 


Once there was a detective who arrest 
ed a thief. The next day he called ai 
the jail and began to blow about the cap- 
ture within the hearing of the prisoner 
and then he went to call on the thief 
he had captured. 

le prisoner said to the detective: 

“‘How do you do, Mr. Safe-blower?”’ 

“Why do you call me a safe-blower?” 
quickly enquired the detective. 

“Because I cannot get at you,” re- 
plied the prisoner. 

Some advertisers are safe-blowers be- 
cause the public makes no effort to get 
at them—they let them alone after they 
have been fooled once and the safe- 
blowers, you’ll notice, are the first to 
cry wolf. 

Safe-blowers, though, are only safe in 
the securit of their own environment, 
and “Time” is the public’s detective. 

We think it was Francis Bacon who 
said “‘Clear dealing is the honor of a 
man’s nature, and mixture of falsehoods 
is like alloy in coin of gold or silver, 
which may make the metal work better 
but it embaseth it.’ 

In modern merchandising some mix 
falsehood with their business methods, 
which may give them a seeming advan- 
tage, but in time so lower their standard 
that they are not believed when telling 
the truth. 

Truthful advertising is the foundation 
stone upon which we have built this 
great organization and we don’t handle 
merchandise that will not stand the rigid 
truth or do not sell goods that require 
a distortion of facts in order to sell 
them. That’s just why this store is 
known as a satisfactory shop—why you 
can not only rely upon what we tell 
~ but you can rely upon what you 
Uy. 
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THE railroad train is the best il- 
lustration that has ever been found 
to typify continuous advertising. 
A local passenger train takes just 
about twice as long to cover a 
hundred miles as an express train. 
Some people think it travels more 
slowly, but there is little difference 
in the actual running speed. The 
time is lost in making stops—slow- 
ing down and getting under way 
again. For this reason spasmodic 
advertising consumes twice as 
much energy as continuous adver- 
tising. It may cost considerable 
to continue the campaign. But it 
costs more to stop for a season. 





Tuts odd advertisement came to 
the Chicago Daily News direct 
from the advertiser in India, with 
orders to print six times. The 
News’s reputation is international 
and several times a year such an- 
nouncements come from out-of-the 
way parts of the world: 

News! News! Pleasant News! From the 
cheapest firm in India. Aloe Fiber, Aloe 
Yarn (soft and hard twist), Coir Yarn (soft and 
hard twist), Copperah, Cocoanut Oil, Coffee, 
Cardamons, Dry Ginger, Lemon, Grass Oil, 
Pe a and Plantain Fiber. Always in stock 

supplied at the cheapest price for really 
the best quality. 

Manufacturers and merchants please apply 
for samples and quotations to the undersi 

General Merchant and Commission Agent, 

Quilon, Travancore, South India. 





“THERE is Something to See 
Along the Frisco System” is the 
title of a richly made booklet of 
this road, and after a brief preface 
the reader’s attention is given only 
to pictures—magnificently execut- 
ed plates that impress upon one 
the futility of words where this 
sort of proposition is to be set be- 
fore the public. The plates num- 
ber more than forty, and about one 
quarter are in color. The taste 
with which this has been used is 
in keeping with the rest of the 
book. It was made by the Mat- 
thews-Northrup Press. The cover 
is masterly—and this word is em- 
ployed with some regard for real 
artistic values, not as an adjective 
merely. “Something to See” is 
distributed by Passenger Traffic 
Manager Bryan Snyder, of the St. 
Louis & San Francisco System, St. 
Louis, 














Poputar actresses formerly made 
from $300 to $1,500 a year in 
royalties on their photographs, 
says the Newark News, the privi- 
lege of selling them being confined 
to one photographer. But with 
the advent of the half-tone in daily 
papers the theatrical managers be- 
gan to send photographs of their 
players broadcast, recognizing this 
as a priceless form of advertising. 
The sale of photographs soon fell 
off, for pictures of actresses soon 
became so plentiful in dailies and 
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THE methods of making Clover 
Meadow Butter have heen embod- 
ied in the form of a short story en- 
titled “Clover Meadow, a Tale of 
the Norse Maid in the West.” The 
story was written by W. T. 
Holmes, editor of the Inland 
Grocer, Cleveland, and has a milky 
sort of romance that floats its 
butter fat of advertising value. In 
the Little Schoolmaster’s judgment 
such oddities make good advertis- 
ing when the story has been elimi- 
nated. Clover Meadow Butter is 








marketed by A. F. Spitzler & Co., 


magazines that nobody cared to 
Cleveland. 


buy them. 
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Billoo ! 
OFF TE: UNITED FAUEDAYD GonaOrn, 


CHAS. BERNARD, 
A B. BEALL, Treesurer. 





BARNEY LINK, President, 
OFFICE 1514 TRIBUNE BUILDING, 





Chicago. _auguet 2, 1909; 
DIRECTORS: : 
sav wise caret Mr. Chas. J. Zingg, Manager, 
Rowago C. Dommai.y, Boston, Mass. Printer's Ink, 
G Providence, R. 1. New York City. 
easTeRN 
Sivus A srammecrr, teaeaw.n.y, 008 SIPs © 
Banney Linn, Pitsburg. . 
Pit as I desire to present to you, officially, the 
resolutions passed in Convention at St. Lovis, Missouri, 


on July 15th, by the Associated Billposters and Distri- , 
butors, which are as follows: 


(Oso. M. Laomano, Grand Rapids, Wich, “WHRRRAS, The wellknown and widely circulated 
| WESTERN DISTRICT jéurnal of advertising, PRINTER'S. INK, has, during the 
9.9 Walmer, ©. use, a is past few months, inaugurated in its pages a department 


devoted to billposting, and has in its editorial columns 
and in other ways manifested its disposition to further 


sourwann vesTecT 
Cuances Bunxano, Savannah. On the interests of this important branch of publicity; 
BC, Omens, va. therefore, be it 


“RFSOLVED, that the thanks of this Association | 


PACIFIC COAST DISTRICT 

dues A. Commas Denver, Calo. be and are hereby tendered to Mr. George P, Rowell, 
CANADIAN DISTRICT Proprietor, and Mr, Chas. J. Zingg, managing editor, of 
Anruon Wana, Montreal, Canasta, PRINTER'S INK, and that they be invited to attend the 


next convention of this Association." 
Yours truly, 


ho bbe 


Pee e eee eee eee eee eee) 


Secretary. 














ACCEPTED WITH THANKS. 
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THE “FOUR-TRACK NEWS.” 


The position occupied by the 
Four-Track News among the mag- 
azines of the day is unique. “It 
occupies a little niche that is all its 
own,” remarked its editor Mr. John 
K. Le Baron, to the PriNTERs’ 
INK representative who called upon 
him. “Our magazine is devoted to 
travel and education. Its aim, pri- 
marily, is to interest people in 
sight-seeing, and to instill a love 
of travel among them. It does this 
by making them acquainted with 
the beautiful and the historic 
places of this country and of the 
world at large. We want, first of 
all, to get the people acquainted 
with America, but the field of the 
magazine is unbounded, and its ar- 
ticles relate to the places, people, 
and objects of all nations.” 

Mr. Le Baron has been editor of 
the Four-Track News almost from 
its inception, in July, 1901. For 
a long time the idea of a maga- 
zine of travel had been gradually 
evolving in the mind of Mr. 
George H. Daniels, the founder of 
the magazine. Mr. Daniels, as 
General Passenger Agent of the 
New York Central Railroad, be- 
lieved that the reading public 
would appreciate a periodical de- 
voted solely to descriptive matter 
regarding places of interest, his- 
toric, or otherwise. He consider- 
ed that there were many places 
well worth visiting which are neg- 
lected because people do not know 
about them. In July, 1901, Mr. 
:Daniels published a little pamph- 
-let which was given the name 
‘“Four-Track News.” It was in 
the well-known form of a railroad 
folder, and contained some time- 
tables and advertising of the New 
York Central, a few brief articles 
descriptive of places along the New 
York Central’s line, and a very 
little matter of general interest. 
Needless to say, this folder did 
not embody the ideas of a maga- 
zine of travel as they existed in 
Mr. Daniels’ mind. He had it pub- 
lished, chiefly, in order to feel the 
public pulse, andsits reception con- 
vinced him that a place existed for 
the proposed magazine. From the 
first a subscription price of fifty 
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cents a year was placed on the 
Four-Track News, but as long as 
the folder was retained the list of 
subscribers was nominal. Most of 
the edition was distributed gratu- 
itously, 

Mr. Daniels had about decided 
to undertake publishing the maga- 
zine in earnest when he wrote to 
Mr. Le Baron, then engaged in 
editorial work in Chicago, and 
asked for his opinion in regard to 
the venture. 

“My answer to Mr. Daniels’ let- 
ter,” said Mr .Le Baron, “showed 
him that our opinions upon the 
magazine idea were nearly identi- 
cal, and when it was decided to 
go ahead with it I was asked to 
take charge of the editorial end. 
In October I came to New York 
but it was not until January, 1902, 
that the railroad folder was chang- 
ed to a magazine of regular form. 
The change was made for two rea- 
sons. The chief one was that we 
were aiming to produce a genuine 
magazine, and couldn’t do it with 
the folder shape. Aside from this 
lay the fact that we wanted to il- 
lustrate the beauties of American 
scenery and for this purpose need- 
ed all the space afforded by a mag- 
azine page. From the first the 
sour-Track News has been printed 
on a fine quality of paper, and has 
been illustrated with half-tones. 
Just as soon as the publication 
took on magazine form the sub- 
scription list began to grow, until 
now the circulation is 100,000 
monthly. 

“The change in the magazine 
since January, 1902, is best seen 
by comparing that issue of two and 
a half years ago with the number 
for August, 1904. One has sixty- 
four pages, the other over one 
hundred and fifty. One has a few 
articles of more or less interest to 
the general reader, and the other 
has a score or more of articles 
which will interest an intelligent 
reader anywhere. Here is the test 
that I epply to every article of- 
fered for publication in the Four- 
Track News: If it deals with an 
Oregon locality, I ask myself ‘Will 
it be of interest to a New Yorker, 
or to a man in Indiana?’ And if 
it is a sketch of a place in Massa- 

















chusetts, I ask, ‘Is there anything 
in it to hold the attention of a 
man in Oregon?’ An article that 
is not of sufficient general interest 
to stand this test is barred from 
the magazine. 

“The advertising during the past 
two and a half years has broaden- 
ed in character and greatly increas- 
ed in quantity. Most of it, as in 
the beginning, is railroad and hotel 
advertising, as the Four-Track 
News is considered to be an espe- 
cially good medium for these ad- 
vertisers. But the advertisers who 
occupy space regularly in the mag- 
azines of general character are us- 
ing the magazine to a greater ex- 
tent every issue.” 

No taint of the house-organ can 
be found in the Four-Track News, 
although the publisher is still Gen- 
eral Passenger Agent of the New 
York Central. With the exception 
of the magazine's title there is 
nothing about it, outside of the 
advertising pages, to remind one of 
the New York Central road. The 
part of the country which is reach- 
ed by the Central's lines is not 
given undue prominence, and that 
part is not slighted which is reach- 
ed neither by the Central nor by 
any allied road. The south-eastern 
portion of the United States, for 
example, can in no way be con- 
sidered a part of the Central’s field, 
but nevertheless articles on Flori- 
da, Virginia, and neighboring 
States frequently appear in the 
magazine. 

“The success of the magazine is 
due in great measure,” said Mr. 
Le Baron, “to this broad-guage 
policy of Mr. Daniels, which al- 
lows him to admit to the maga- 
zine’s pages articles so entirely dis- 
sociated from the New York Cen- 
tral. He wishes to stimulate 
travel, and having done this he is 
content with the share of it which 
falls to the Central. People in 
America have had a mistaken no- 
tion that sight-seeing must be done 
abroad. There are natural beaut- 
ies here in the United States equal 
to anything that Europe can pro- 
duce. Our magazine is trying to 
get New Yorkers interested in Col- 
orado and California, and the Cali- 
fornian interested in Niagara Fa'ls 
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and Maine. It is waging a cam- 
paign of education for the bene- 
fit of the country at large, and as 
for railroads, nothing can be found 
upon its reading pages which ad- 
vertises the New York Central 
more than any other road. If the 
Central, and several other roads, 
enter a locality that is being de- 
scribed in the-magazine, no men- 
tion is ever made of any of the 
roads, but it is left to the reader 
to find out for himself how to 
reach the place.” 

During all the time that the mag- 
azine has been growing the sub- 
scription price has remained the 
same,: fifty cents a year. Next 
January, however, it will be ad- 
vanced to $1.00 a year and ten 
cents a copy. Mr. Le Baron be- 
lieves that it will carry greater 
weight at the increased price. Fur- 
ther, he considers it is well worth 
the increase in price, and that no 
subscribers will be lost. The list 
of contributors now contains some 
of the best known names in mod- 
ern literature, but after the ad- 
vance in price other well-known 
writers are to be added. 

When I called upon Mr. Daniels 
he had just received a letter from 
a United States consul in South 
America stating that the Four- 
Track News contains more -aatter 
about the United States which is 
of interest to a foreigner than any 
other publication which he re- 
ceives. This was one of many 
letters of the same nature which 
have been received and which were 
read to me. One consul said that 
he knows of nothing else which 
has stimulated travel in the United 
States so much as the Four-Track 
News. Another told how he 
passes the magazine on to a friend 
after he has read it, who, in turn, 
sends it to a mining camp where it 
is literally worn out through much 
reading. 

One of Mr. Daniels’ hobbies, for 
years past, has been to arouse an 
interest abroad in the United 
States. This was done formerly 
through agvertising matter of the 
New York Central, and is now 
being effectively accomplished 
through the Four-Track News, as 
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these letters from our consuls 
show. | 

I asked Mr. Daniels if he had 
had in mind a magazine equal. in 
worth to the Four-Track News 
when he issued the little folder, 
three years ago. “Yes,” was the 
reply; “I had long believed that 
such a publication would be well 
received, and the early experiment 
strengthened my belief. There had 
been, and are now, railroad maga- 
zines setting forth the beauties of 
the country traversed by the par- 
ticular railroads printing them, 
but the Four-Track News has a 
broader scope than any of them. 
Then, too, some of these magazines 
scatter fiction through their pages, 
which he considered a mistaken 
policy. In January, 1903, our maga- 
zine was accorded second-class 
privileges by the postal authorities, 
and this is sufficient evidence of its 
literary character, as no mere 
house-organ is accepted as second- 
class matter. We shall not change 
the scope of the magazine in the 
future in any particular. It will 
gradually grow in size, but will 
continue to be issued as a maga- 
zine of travel and education. 

“In regard to the educational 
value of the Four-Track News, I 
am reminded that it has been 
adopted quite widely by public 
schools for use in geographical 
studies. The illustrations are of 
great value, from an educative 
standpoint. And they may be de- 
pended upon for accuracy. It is 
our desire to get in every case as 
truthful a reproduction of nature 
as is possible, and consequently 
photographs are generally em- 
ployed.” 


WASN’T TO BE FOOLED BY A 
SIGN. 


An old fellow from one of Portland’s 
most remote suburbs, while passing a 
certain hardware store in that city the 
other day, noticed a sign which read, 
“Cast Iron Sinks.” The old fellow 
chuckled softly to himself; then, grad- 
ually, as the absurdity of it dawned 
upon him more forcibly, he broke into 
a loud guffaw. A passerby, attracted 
by the apparently unseemly mirth of 
the old man, made bold to ask what 
amused him so. ‘Why, gol durn it,” he 
sputtered between spasms, “ef some 
folkses air not gettin’ ter be feg’lar durn 
fules. The idee uv hangin’ up er sign 
tellin’ people that ‘cast iron sinks.’ ”— 
Lewistown Journal, 


THE ONLY TEST. 

Seymour Eaton paid a flying visit to 
England a short time since, but, being 
a very busy man, could not spare more 
than a week for Europe. He seemed to 
think that as the world was created in 
six days that length of time was ample 
to see a very small portion of it. In 
talking about the matter of publicity 
he said to me: 

_ “An advertisement should be news 
just as much as a cable dispatch from 
the seat of war.” 

He was told by wise acres that his 
style of advertising might be all rign 
for America, but it was no good in 
Great Britain. 

“I can’t argue about that,’ said Mr. 
Eaton, ‘‘because I don’t know. I arriv- 
ed yesterday, and I sail back next Tues- 
day, but in the interval I’ll find out.” 

“You may ask So-and-so, and So-and- 
so,” said the wiseacres, naming promi- 
nent men who are: supposed to know. 
_“I sha’n’t trouble them,” said Mr. 
Eaton; “I’ll ask the British public.” 
Thereupon he tossed off an advertise- 
ment that cost him $500 to print. The 
result was that the Postoffice Depart- 
ment was compelled to put three extra 
postmen on his beat, and before five 
days had passed more than $6,000 in 
coid cash had poured in upon him. 

“That’s the answer,” he said. “The 
old country isn’t dead yet,” and so he 
sailed away and left us.—Robert Barr; 
in Saturday Evening Post, 

—— +) 
THE PERSONAL LETTER FORM OF 
ADVERTISING MUST BE 
GENTLEMANLY. 


Haberdashers cannot afford to go ex- 
tensively into newspaper advertising, but 
must content themselves with folders 
and less costly forms of publicity. These, 
however, can be made quite as profitable 
as any other advertising, if the dealer 
have a good list of names and will com- 
pose his reading matter with care. It 
should be distinctly high-class in tone 
and wording, and should avoid all slan 
and vulgar expressions prone to ollend 
some customers. Personal letters to cus- 
tomers are also very effective, but they 
must clearly reflect the personality of 
the writer. The “Dear Sir—I beg to 
submit for your consideration” style of 
letter is absolutely worthless as a busi- 
ness-bringer, and promptly goes into 
the waste basket. The reader of a let- 
ter must feel the personal note in it, 
must be made to think that he is being 
especially addressed because his patron- 
age is especially desired. That subtly 
flatters his vanity and wins his good 
will. It is also advisable to select on 
particular occasions some articles that 
can be offered slightly below the regular 
price and notify customers by letter of 
the opportunity to buy them.—The 
Haberdasher. 

a 

Tue best rule in advertising is to 
make an appeal to human interest. No 
advertisement is = good advertisement 
that fails to do that. And that appeal 
cannot be well made through stock forms 
and phrases.—Louisville Courier-Jour- 
nal, 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


When you want a picture of 
people nothing can equal the work 
of the camera. The reproduction 
and printing of the photograph is 
an altogether different matter. 

A fine half-tone made from a 
good photograph is a_ beautiful 
thing and should be put only to 
beautiful uses. Next to the photo- 








Write for Porticulors 
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No.} 
graph comes the wash drawing, 
and what may be said of one may 
be said of the other so far as use- 
fulness is concerned. 

A half-tone plate is something to 
be treated with respect, and slowly 
but surely magazine publishers are 
realizing that it is their duty to 
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give their patrons a quality of pa- 
per, ink and press-work to make 
possible the best half-tone results. 
The Du Pont Smokeless Powder 
advertisement marked No. 1 orig- 
inally occupied a half-page maga- 
zine space, and the result was not 
altogether to be adversely criti- 
cised. At the same time the pic- 








COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


33 UNION SQUARE, N.Y. 
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ture lacked clearness, strength and 
convincing power. 

By convincing power is meant 
that quality in a picture which 
makes you feel that the people in 
it are real people, actually doing 
things in an energetic and spirited 
manner. 

Now, for the purpose of secur- 
ing actual human likeness the pho- 
tograph comes first; the wash 
drawing with its delicate shades 
and tints, second; and the pen and 
ink drawing third. Yet for ordin- 
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CARTER’S WRITING FLUID 


1—Permanency, 

2—Kasy flow. 

3—Least possible corrosion. 

4—Rich blue culor at writing — won't try. 
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The Carter’s Ink Company. 
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ary newspaper or magazine work 
the line drawing must be placed 
first instead of last. This is for 
the reason that, as in the illustra- 
tion marked No. 2, the plate has a 
printing quality that enables it to 
show all the strength and action 
which the original drawing pos- 
sessed. This is particularly true 
when a number of figures are 
shown. x * * 

A steer’s head has absolutely 
nothing to do with Carter’s Writ- 
ing Fluid. Neither is there any- 
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thing particularly clever about the 
caption, “Strong Points,” as illus- 
trated by the horns of the steer. In 
short, the idea may be called dis- 
tinctly amateurish; but if, on that 
account, the ad should be con- 
demned, it would be a serious 
error, 

The peculiar arrangement and 
general appearance of this adver- 
tisement are “strong points” in its 
favor. It is a rather queer-looking 
thing, but in the paper in which it 
appeared it stuck out good and 
strong. In fact, it was the first 
thing on the page to catch the eye, 
and any sort of illustration, no 
matter how crude the idea may be, 
which can do that does a good 
thing and is, therefore, to be com- 
mended to that extent. 

Criticising commercial art from 
a pure art point of view may be in- 
teresting, but it is futile. 

What the advertiser is after is 
results. The first step toward get- 
ting results is to attract attention 
—favorable attention, of course,— 
not ridicule. Therefore, any pic- 
ture which can fulfill this prime 
requisite must be reckoned with as 
an effective and profitable adver- 
tising illustration. 

No man can be a successful il- 
lustrator of advertisements who 
loses sight of the fact that a com- 
mercial advertisement is printed 
for the purpose of selling goods 
and nothing else. 

* * * 


This little advertisement of Hel- 
vetia Hand-Finished Underwear 
is an interesting sort of thing on 
account of its remarkable ob- 
scurity. 

The shape and general design of 
the advertisement are to be com- 
mended, as the ad is one which 
catches the eye on account of its 
graceful layout. 

Probably the shield with the 
Swiss Cross on it is the trade- 
mark; anyway, it is fair to assume 
that such is the case. 

The background of this adver- 
tisement is a peculiar thing. In 
the original one can, if he has pa- 
tience enough, figure out a land- 
scape composed of precipitous 
mountain sides, with what seems 





to be a little village down by a 
shore. What this is all about and 
what it has to do with the under- 
wear is unknown. Perhaps this 
picture is intended to look like 
Hel-vetia. 

* * x 
The advertisement of Wash- 
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For Ladies and 
Children 


owes its popularity 
to the fact that it 
answers the con- 
sumer’s wants, ex- 
celling other makes 
in finish, fabric and 
fit. Vests, pants and 
tights are made in all 
weights and styles, and 
our union suits are sized 
for both tall and slender, 
andshortand stout figures, 
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HELVETIA UNDERWEAR CO, 
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burne’s Fasteners, reproduced 
here, occupied 28 lines single col- 
umn in the Saturday Evening 
Post. 

The picture in this ad represents 
a section of a man who is supposed 
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to be wearing the cuff holders, key 
ring and chain, scarf holder and 
drawers supporters advertised. 
This is by no means a bad idea, 
nor is it carried out badly, but at 
the same time a good dollars’ 














worth of space is used in attempt- 
ing to do something which cannot 
be done. 

The picture will attract atten- 
tion, and very likely the adver- 
tisement brought good results, but 
it would have been much better 
to have shown some kind of pic- 
ture which would really illustrate 
the articles advertised and show 
why they are good things to have 
and to wear. 

Probably there are some points 
about these articles which make 
them superior to ordinary fasten- 
ers, and very probably, too, a pic- 
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ture could be made which would 
illustrate those points. 

The advertisement of the Ohio 
Suspender Company, also repro- 
duced here, is a much better one 
than the Washburne ad, although 
a good many people will insist that 
it is not so “artistic.” Anyway, 
it is strong and attractive, and the 
picture is a real illustraion. It 
shows the style, workmanship, 
character and, in a way, the qual- 
ity of the suspenders advertised. 
The text does the rest, and the 
result is a good advertisement. 

In the ‘original this ad had the 
advantage of occupying a space 3 
inches by 5, but it stands reduction 
on account of its simplicity. 

* * * 


It would be possible to improve 
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the Earl & Wilson trade paper ad 
reproduced here—considering it 
solely as a picture. At the same 
time it is a good, strong illustra- 
tion, and there is no use in being 
hypercritical. 

The question that arises is, what 
is it for? 

This advertisement, if you call it 
such, occupied a full page in the 
Clothier and Furnisher, Presum- 
ably, Earl & Wilson paid good 
money for this space, and they 
have used it for nothing at all 
except to print a picture, display 
their name, show one, solitary col- 
lar which is of no particular inter- 
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est to anybody and add their ad- 
dresses, together with the thrilling 
message “Collars, Cuffs and 
Shirts.” 

Now, this is plain, country board- 
fence publicity, and is not worthy 
of the name of advertising. 

It is possible that Earl & Wilson 
believe that the name and fame of 
their goods is such that it isn’t 
necessary to describe them, or to 
praise them, or to ask people to 
buy them. If such is the case, 
what is the use of paying out 
money, for space? As a matter of 
fact, such is not the case, and no 
product can ever be so well, thor- 
oughly and favorably known that 
it is unnecessary to dilate upon its 
merits and urge people to buy it. 








PRINTERS’ INK. 





BILLBOARD ADVERTISING. 


By the Outdoor Advertising Department of the Ben B. 
Hampton Co., 7 West 22d St., New York. 





A group of artists, several of 
whom were foreigners, were dis- 
cussing the merits of commercial 
posters. British, Belgian, German 
and French posters were admired 
and criticised. “How about the 
American?” some one questioned. 
“Oh,” was the answer, “they don’t 
make posters—they make signs.” 
This conversation took place sever- 
al years ago. It is gratifying to 
see the “sign” is gradually dis- 
appearing and in its p!ace we find 
the artistic poster. 

A poster which attracted atten- 
tion and held interest twenty years 
ago will not be taken seriously to- 
day. We cannot afford to have 
our poster ridiculed if for the only 
reason that an ad which draws ri- 
dicule will not draw _ business. 
Some writers has said that all we 
ask of a poster is the daily repeti- 
tion of a name on the public mind. 
But repetition is useless unless ac- 
companied by a harmony to be car- 
1ied away by the mind. The public 
are forcing us to make our posters 
artistic, and the advertiser who 
gives what the public wants in ad- 
vertisements as well as goods is 
going to win out over his old- 
fashioned neighbor. 

The reason the French commer- 
cial poster is the most artistic to be 
found is because the French public 
have a well-developed art instinct, 
and inartistic out-door displays 
won’t influence the sale of goods, V 
even if they are tolerated. Further, 
a French, German or Belgian ar- 
tist does not lose caste among his 
fellow artists when he makes a 
poster for commercial purposes; 
the designing of posters is a recog- 
nized, branch of the liberal arts. 
Designs are made, exhibited, 
bought and used in the same way 
as other works. Here, unfortu- 
nately the poster-cult of some six 
years ago soon became a mere fad, 
and fads never live long. A period 
of indifference followed from 


which we are now only just re- 
covering. 

The necessity for the pictorial 
element in a poster is imperative— 
if for no other reason than that the 
space demands it—and the public 
taste has reached a stage where the 
mere reproduction of the article 
advertised is not a sufficient pic- 
torial element in a poster, by far. 
We all know that proprietary medi- 
cines come in a bottle, box, vial, 
tin—according to their nature. It 
is good, perhaps necessary to fa- 
miliarize the public with it by in- 
troducing it on the billboard. But 
you cannot keep up a sustained in- 
terest over the picture of a medi- 
cine bottle, no matter what clever 
thing the poster may say about it. 
‘lhe first thing to introduce in a 
poster design is the element of 
human nature. Life must be there 
in some form or other—and a box, 
package, bottle—or the displayed 
article alone is not capable of es- 
tablishing the feeling of sympa- 
thetic relation which will stir buy- 
ing enthusiasm in the beholder. 
There is the exception, however— 
as for instance a Pabst beer, 16- 
sheet poster representing two bot- 
tles of Pabst beer, a filled glass and 
something good to eat on a plate. 
“Pabst Blue Ribbon, the beer of 
Quality’—in the upper right hand 
corner—and “Pabst beer is always 
pure” occupying the title plate 
space is all the reading matter. The 
value of this design is in its com- 
position—the disposition of lines. 
This style poster grows on the be- 
holder through its allusion to gas- 
tronomic pleasures. 

The designing of posters repre- 
sents the return to simplicity in 
form, color and _ expression, 
amounting almost to crudity. One 
of the most powerful examples of 
this kind is a theatrical poster r ad- 
vertising “A Trip to Chinatown.’ 
This design consists of a Chinese 
figure in white, silhouette standing 
in a panel of flat red—ifself sur- 
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rounded by a brown panel. <A 
smaller panel in flat green is in 
the upper left-hand corner while 
the lettering runs around the two 
wide margins of the brown or out- 
side panels. The three panels, one 
within the other, represent the Chi- 
nese symbol. The power of this 
poster consists in the fact that it 
tells its story forcibly, in one 
glance of the eye, by the judicious 
balance of color and form. 

The poster should be so simple, 
that in one glance all, its story is 
firmly impressed on the mind— 
so colored that an eye-pleasing ef- 
fect attracts at once and remains 
afterward in the memory. Sim- 
plicity of drawing and color always 
make a poster look larger than it 
really is. Unnecessary detail, long 
reading matter, an excess of ob- 
jects or articles puzzle the eye. A 
poster must soothe, rest the eye to 
make an impression. The old- 
fashioned circus and theatrical pos- 
ter is a different proposition. An 
illustration of a circus ring has an 
interest peculiar to itself, and is 
most effective in small towns and 
the suburbs of large cities. There 
are too many posters for a busy 
people to stop and study them all. 
Their attention must be caught on 
the fly. The modern poster must 
flash out its story as the throng 
whizzes by. Yet this very sim- 
plicity and strength must not be of 
the kind that make it an eyesore 
if seen too often or too long. This 
is where the poster artist comes in. 
To know how to make these seem- 
ingly opposite conditions is the 
posterman’s problem. Europe 
solved it before we did because she 
had to deal with jit earlier. A re- 
view of outdoor advertising cov- 
ering the last ten years will show 
how this is gradually being accom- 
plished here. The successful post- 
ef proves every time that Art in its 
highest expression can be satisfac- 
torily used to stimulate the sale of 
any article of general consumption. 

Whether a poster is by Penfield, 
Bradley, Parrish or Rhead—or is 
totally lacking in art value—the 
cost for lithographing, printing, 
posting, etc., is just as large, while 
it is agreed to-day that an artistic 
commercial poster has as compell- 
ing an effect upon people ignorant 
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in art matters as on those who 
know. An inartistic poster is a 
double expense—for it often makes 
the mechanical labor, service, cost 
of space, etc., valueless. If a space 
is worth its price, it surely is 
worth filling with the best material 
—particularly as the design repre- 
sents but a small item compared to 
the total cost of billboard adver- 
tising. An idea of the poster’s art 
importance may be had from the 
fact that in some sections of Bel- 
gium and France, where the best 
designs are produced to- day, muni- 
cipal: regulations govern its display 
—on the theory that outdoor ad- 
vertising can be made more valu- 
able for its own sake and of decor- 
ative value to the city by being in 
harmonious accord with its sur- 
roundings. Results have proven 
this view to be correct. Outdoor 
advertising should stand in the 
same relation to the streets, build- 
ings, etc., as mural decorations in 
the interior of a house or institu- 
tion. Otherwise it becomes noth- 
ing more than a disfiguring parasi- 
tic growth. 
—_<+o>——_<_—— 


AN HONEST CONFIDENCE GAME. 


Your investor is a peculiar animal. He 
wants to be coddled and reassured at 
every step—in other words, to be helped 
along and sub-consciously induced to 
purchase something that he had a sneak- 
ing desire for from the moment he first 
heard of it. And he is naturally _suspi- 
cious. If he wasn’t suspicious I sup- 

ose he’d never have anything to invest. 

ikewise he is voluminous. If he takes 
naturally to your proposition you can’t 
satiate him with details. Try to cover 
them up and he thinks you are insulting 
his intelligence, when he goes off in a 
huff, very likely never to return. But 
once get his confidence firmly ee 
in your offering and you can lead h im 
to almost any length. That word “Con- 
fidence” is really the keynote of suc- 
cessful financial advertising. It’s the 
hardest thing in the world to establish 
in the mind of the average investor, and 
the easiest to dispel. By the average 
investor I mean, of course, the man with 
some brains in his top-piece, and not one 
of the Simonpure idiot genus, who rush 
their weekly earnings into the first “get- 
rich-quick” or 2c. mining or oil stock 
scheme that comes along. I don’t class 
them among legitimate investors, because 
they never have cash enough left tv 
make two inves‘ments in succession. 
This inspiring of confidence—the bring- 
ing out just the proper lights and shad- 
ows, so to speak, of a financial offering, 
neither overdoing it nor underdoing it 
in the preser.tation—that’s the real art 
of financial or real estate advertising.— 
Sullivan’s Monthly, Los Angeles. 
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The Rates for 
Classified Ads 


420 SANSOME STREET, PHILADELPHIA, 
August 8, 1904. 
Editor Printers’ Ink, New York. 
DEAR SIR: 
Agreeable to the announcement on page 36 of PRINTERS’ 
Ink for August 3rd you may enter my order for 1,000 lines 
per annum for fifteen years from January 1, 1905, at the rate 
I am now paying. Very truly yours, 
FRANCIS I, MAULE. 


Mr. Francis I. Maule, writer of commercial 
literature, 420 Sansome Street, Philadelphia, is one 
of the oldest classified advertisers the Little School- 
master has. Yet, his order as above cannot be 
accepted. Printers’ INK wants to raise its rates 
for classified advertising and on August 24 the ten 
cent rates expires to give way to the new rate of 
twenty cents a line, per issue. The Little School- 
master does not wish to be ungracious to old adver- 
tisers. Mr. Maule may enter his order for Ig lines 
or any other number of lines to appear in PRINTERS’ 
Ink every week until forbid at the old rate, and 
cancel his contract any time he likes. The privilege 
extended applies to the number of lines, expressly 
stipulated, to appear each week and not to any 


number of lines, greater or smaller, than specified. 
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CHICAGO SOCIETY AS AN AD- 
VERTISING MEDIUM. 


Mrs. Patrick Campbell, the English 
actress, will not permit herself the lux- 
ury of a sensational press agent when 
next she visits this country. 

It will be recalled that on the occasion 
of her previous trips to this city some 
of the nicest people here were used as 
advertising vehicles by Mrs. Campbell’s 
agent. hen that enterprising woman 
determined to give a supper did she 
content herself with the entertainment? 
No, indeed. The names of all invited 
were exploited forty-eight or seventy- 
two hours beforehand, and all the talk 
that could possibly be aroused over the 
matter was stirred up by her personal 
representatives, so that the managers 
of the restaurants in which the affairs 
were given had to take precautions to 
fight the curious crowds that wished to 
behold the spectacle. The scene paral- 
leled a fashionable New York wedding. 

Chicago, it should be noted, was the 
only town in the United States which 
was made thoroughly ridiculous by Mrs. 
Campbell; in New York there was a 
broad smile when the tale was told, and 
Philadelphia sniffea even in the society 
columns, while Boston turned frosty as 
the Hub alone can.—Chicago Post. 

——-- «sr 


SOMETHING FOR NOTHING. 

At half a dozen large ‘“‘emporiums” 
in the West End any respectably dressed 
caller may partake of lunch or tea free 
of cost. At one large shop an excellent 
orchestra accompanies the lunch, and 
this added attraction appeals greatly to 
lovers of music—and of gratuitous re- 
pasts. Crowds beseige the place, while 
ordinary restaurants in the neighbor- 
hood, whose proprietors are ‘so old- 
fashioned as to expect payment, remain 
almost deserted. 

Recently a well-known firm in Totten- 
ham Court road, who have 40,000 cus- 
tomers in London, opened a free art ex- 
hibition on their premises. Each visitor 
was provided with tea and invited to in- 
scribe his or her name in a book. Those 
who wished it were driven in private 
broughams to the company’s factory. 
Not for a moment was business hinted 
at. But, strangely enough, hundreds of 
those chance visitors have become regu- 
lar customers.—London Mail, 

—_+o+-___—_ 


ADVERTISING LITERATURE IS 
COMPARED WITH THE 
MAGAZINES. 


There are plenty of cheap illustrated 
periodicals at the present time, and 
with these to occupy his attention, the 
householder has no need to take refuge 
in the circulars sent him by the morn- 
ing’s post. The advertiser should re- 
alize this. He should set himself to work 
to provide advertising literature which 
is as interesting, as clever, and as at- 
tractive as the periodicals. This can be 
done, but not without the assistance of 
artists and men with ideas. If you 
Starve the idea and you starve the 
artist, in planning an advertisement, you 
are going to have a pretty poor pro- 
duction.—Advertising World, London. 
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Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 0centsaline. Must be 
handed in one week in advance, 

Atter September 1st the cost of advertis- 
ing under this Lag § will be 20 cents a 
line or 83 an inch e: jee ne ued and dis- 
play type may be used if desired, 


WANTS. 


wart ED—Descriptive writer and canvasser 
to travel. IDAHO AHO MAGAZINE, Boise, Ta. 


W AXTED—Solicttor, large towns, representa- 
ve trade paper. Liberal com. AMERI- 
CAN HORSE OWNER, Chicago. 


WA xTED-0 riginal short rt stories of store life; 
eral pa: THE CINCINNATI TRADE 
REVIEW, Cincinnati, 0 


M4 ASTER printer aes services of wor’ 
foreman, Al printer or Lm ary ag 
dress “LINOTYPE,” care of Printers’ 


1} RBAND new addresses of Cash M 
bd rs, Never been worked. Entire 
list 50c. ALBEE T T HANSON, Montgomery, Ala. 


ORE than 244,000 copies of the morning edi- 
J tion of the World are sold in Greater New 
York every day. Beats eats any two other papers, 


yg NG manager on high-grade trade 

paper wishes to change Sept. ist. Best ref- 

ererces; long experience. “A.,” care of Print- 
ers’ Ink. 

ye NG man, 19, High School stnention, wishes 

to learn printing trade; pee had two years’ 

er eee. Address A. A., P. O. Box 672, New 

ork City. 


— at oe machinist Bactrpe opera- 
speed 40,000; union; $22. rmanent 
position. "THE MOR: NING TELEGRAPH, New 
ndon, Conn. 


— Late copy Am. Newspaper Direct- 
ory cheap for cash, or will exchange copy 
Fowler’s Publicity, cost $9. HERALD, Beaver 
Springs, Pa. 


Giro: ATION wanted by an experienced circula- 
tion a,manager; has been on the leading dailies 
of the West. Can furnish beg best of references. 
Address E, 131, Printers’ 1 


}ERNALD’S cEWSPAPERMEN'S K XCHANGE, 

established 1898, represents com; it work- 

ers in all Cn ne ga aead for Kklet. 368 
Main St., Springfield. M: 


A® advertising man 3 knows something 
about advertising — an yt an 

job. Can refer to good m good copy an 

myself. H. H. FORD, 220 W. 220 W. ey St., New York. 


W AXTED_ 8x18 Chandler & Price Gord 
with yt eye off he power at- 

band aylene press: “Write SUN, 
and cylinder news r press, 

Midcleville, Mich. wits 


WE offer a money-making, regular advertis- 
ing business to any person ber nhs Can 
be started without capi Simple eration. 
This may interest you. OPEN EYE P BLISH- 
ING CO., 124 McKell. I. Dallas, 1 Texas. 


Nawararee advg. mgr. (30), 12 years’ busi- 
ness experience, desires _ ae with 
mfr., retailer or newspaper; e: 

personality: successful Folieitor 8¢ Southern news- 
paper; highest refs. “H!IGH-GRADE,” care P. I. 


ye man just graduated desires positi 

on Eastern newspaper. Has had some ex- 

Lannea as city editor on a daily, and as 
polttan daily haan sR. G.P PATTERSON, "Maple 

nol y. ress 

Villa, Kokomo, Ind. ce 


GPA ANISH—I want position with firm desiring 
to push the sale = their goods in Spanish- 

speaking countries. An advertisement writer, 

thoroughly conversant with Spanish, a ANISEE” 

stenographer; can produce results. 

care of Printers’ Ink. 


(IRCULATION MANAGER of twelve years’ 
experience in the business is open for en- 
gagement after Sept. ist. Has been in c 

of an evening daily of sr circulation — 
very recently. 

getter and excellent references “furnished. ‘Ad: 
dress “HUSTLER,” care of Printers’ Ink. 











Wie am 36, of push ona energy, and 
had twenty years’ experience as 
Circulation, Aavectiieg and Dustnees ess Manager 
litan en VS 


and economical ideas, | am oyty man. fl ighest 
testimonials. Address “‘]’.,” care 


Y YOUNG MEN AND aan 
of ability who seek positions as adwriters 
and et managers 8) — use the classified col- 
umns of PRINTERS’ INK, the business journal for 
Adve! teers, published uae at 10 pipes 8t., 
— York. ich advertisements will be inserted 
t 10 cents per line, six words to the es. PRINT- 
Ens” Ink is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


C= and others with common school edu- 
cations onl ae wish to qualify for ready 
tions at week and over,to write for 
ree copy of my new prospectus and indorse- 
ments from leading concerns Ra ae 99 —— 
uate fills $8,000 place, sant er ate 
any number earn $1,500. e best clot thing 8 ~ 
iter in New Yor! = ais success = a 
few months to my teac) Deman: 
supply. G GEO. H. POWELL. Advertising and Bus- 
iness Expert, 82 Temple Court Court, New York. 


A ARE YOU SATISFIED 
with your pe es position or aalery? if 
not, write nearest office for booklet. We have 
for nagers, secretaries, advertisin 
men, newspaper men, salesmen, ete. Technic: 
clerical and executive men of all kinds. High 
grade mascues | 
HAPGOODS (IKC. rau 
Suite 511, 309 Broadway, New York. 
Suite 814, Pennsylvania Bidg.. Phila. 
Suite 529, ’ Monadnock Bid dg., Chicago. 
Suite 1326, Williamson Bidg.. Cleveland 
Pioneer Bldg., Seattle, 








——_+9+—__—_ 
CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
Southern red yo 


ee moths. Prices | Sen . 
PIEDMONT FURNITURE. CO., Statesville, N. C. 


+9 
ADVERTISING MEDIA, 


r line for a gore in THE 
10 UNION, Bethichem, Pa =a 


1 0° ENTS per line for adve! ~ ‘2 BRANN’S 
ICONOCLAST (cire’n 15,000), icago, Ill. 


ARDWARE DEALERS’ M comeeen Circu- 
lation 17,000(@@). 253 Broadway, New York. 
A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


OWN TALK, Ashland, Ore Sepeen, hes ee « 
teed cirenlation of 2.500 Copies 

Roth other Ashlan apepere are rated at less than 

1,000 by the alee un Newspaper Directory. 


= TROY (O.) RECORD is not sold by dealers 
or newsboys on stree per cent of cir- 
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ADVERTISING SPECIALTIES. 


EATHER ad. novelties. Nothing better for 

- js md more —. puree made better 
an others. Catalogue free. JRNETT P. - 
ING CO., Rochester, N. Y. oy 





chimamitnatipiphimtentiaine 
NEWSPAPER BARGAINS, 


AVID SAYS—“ The first man who investi, 

will surely buy.” Cpammelty fine equ — 
New York State weekly ; only paper in a county 
seat town, together with jonery business, 
which shows an average profit of over 2,006 
ayear for last six years—and $5,500. with one 
half cash down, buys it. C. F. DAVID, Broker, 
Winthrop. Mass. 

DAVID ASW bat heconsiders the best list of 
moderate price dailes—whole or part—that he 
has oven tae to $20,000 required. 

DAV!D HAS—A few good week!: beopertics 
for iB men with from $500 $800 cash 
down, balance easy. Such are very hard to find, 
and “oe © should go quick. 

HAS—A selected list of weeklies in 30 
Steins Meine to yysyey gg te be cash pay- 
ments of from $1,000,to $4,000. pro 
fond for the price too. Also two great aot weekly 


rties, 

PAVID ‘HAS—A number of excellent daily 
openi: » Sane upward. If you want a good 
Proper yy. 7 sho ld get in touch with David. 

‘L propositions in David’s hands are 

oe By Mt investigation and consideration. 

F. DAVID, Winthrop, Mass., the Original Bro- 

AD, in Newspaperdom ; Hy years’ practical ex- 
pe’ 

DA VID ASKS—What do you want? 


—_—— ~~" 
POSTAL CARDS. 


GAMPLES of post cards, with prices for print- 
K ing ae half tones. STANDARD, 61 Ann St., 


New Yor 
—_+or 
MAIL ORDER. 


F FARM NEWS FOR DAILIES. 
Original, fresh, reliable farm news with 
pictures. Brings rural route circulation ; helps 
mail-order nprestitae. Exclusive service to on ne 
paper in each city. — sheets. THE ASSO- 
CIATED FARM PRESS ( ncorporated), 112 Dear- 
born Street, Chicago, 


MAionDer ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and catalogues 
direct to the mail-order buyer. You can reach 
From of who never see a yt of any description 
om one year’s end another. When once 
ed the rest is easy. We have reliable agents 
well en throughout the United States and 
ae andareina ord to place ae | 
nthe hands of any desir 
DISTRIBUTORS DIRNCTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts get a the distributor. We guaran- 
tee ONAL Correspondence solicited. 
NATIONAL ADVERTISING” ¢ CO., 700 Oakland 
Bank Chicago. 





culation reaches homes, Average 
in SS was 1.10%, 28 Sechen, tes, <9 
within one year, $40.00 net 


INCHES 1 month in 100 THinois mae 
weekly newspapers, ‘otal circulation, 

y. talogue on application. We 

have other lists in the Middle West. CHICAGO 
NEWSPAPER UNION, 10 Spruce St., New York 


00 GUARANTEED circulation, 25 
cents a line. That’s what the 

100, NDER offers the advertiser every month, 

Patronized by all leading mail-order firms. If 

rr uu are advertising an —— not a of the 
ATHFINDER, you are missi oo ething good. 

Ask for — and rates. THE PATHFINDER, 
Washington, D.C. 


4 Ni Sovenaeen Opp tag ne oper 
n ho | 


ational ome 
each month and is read by eve ~~ -4 of the 
familv. It is es esirable for mail-order 
houses, because it reaches a well-to-do ae of 
ple. Rate. one cent a word. Last forms close 
h of each month. Address SOVEREIGN ODD 
FELLOW, Gravette, Arkansas. 


— +e 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Ciren 
lation 17,000(@@). 253 Broadway, New York 


MAILING MACHINES. 


HE DICK MATCHLESS MAILER, lichtest and 
quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 





—_+o)———— 
ADVERTISING NOVELTIES. 


Ge for sample Finest Seal Grain Leathe 

h Safe, Toothpick ee pent Holder, 
10c. each with catal pgue. E. W. HOWARD, Tri- 
angle Bldg., Rochester. N 


DVERTISE your business with advertisin 
novelties. Buy them direct. I make penci 
holder. toothpick cases, nail file. in leather case. 
Sample of each, 10c. J.C. KENYON, Owego, N. Y. 


ULVEROID SIGNS; lightest, chea » most 
durable and attractive indoor sign. Com- 
lete line of Celluloid Novelties and Buttons, 
ples free. F. F, PULVERCO., Rochester. N. Y. 


fe latest novelty, Color Barometers. Can ne 
led in 64% envelore, penny y vostage. 

per Scenes. including imprint. Send 4c. 4 

sample. F'NK & SON, 5th, above Chestnut, 

Philadelphia. 





















RITE for me ape and a peice | ag! ocenenadion 


Kitchen H Keeps your ad 
befo: fe ine nowene i> ge ft Re man, THE 
WHITER & HOAG Cv., Newark, N. J. 


Branches in aa fies cities, 


DVERTISING CLOCKS—Our window and 
wall clocks have permanent advertising 
value. Estimates given on single clocks or 
quantities. Write for circular and information, 
BAIRD MFG. CO., 20 Michigan St., Chicago. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. ey’re attractive, sub 
stantial and cheap. Sample, a World’s Fair 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, 0, 
DVERTISING Novelties for School Season: 


Pencil Boxes, Tablets, Rulers, Krasers, 
The right goods at the right prices, 


A complete line of Advertising Novelties from 
Paper, Cloth ¥ Leather. Send for catalogue. 
FEIGENSPAN & CO., 


601 Genamapatel Tribune Bldg. he 
Cincinnati, O. 


- 


ADDRESSES FOR SALE. 


1,00 NAMES and addresses of women who 
answered “Rubber Shield” ad, $1; Also 
cies LEROY CO., 168. 5th, Phila. 


0,00 FNVELOPES addressed to rep 

utable real — Sag S from 

Maine to California at $2 per sce. 
inteed. + ‘ae ADVERTISING Cc 








sterdam, N. 
oF 00 NAMES and addresses, best pon le. 
’ 


Missouri, Illinois, Kansas, la- 

homa, Arkaneas and neighboring States ian 

never been used. One dollar per thousand. W. 
C. HOWLAND, 703 Roe Bide., St. Louis, 





3, 50 eae ae Iowa Farmers all 
payers, names and correct ad- 

areve, under ‘township headings, book form, just 

out. Prepaid, $5: wpinnett with order. Iowa 

farmers will harvest a record-breaking c rep this 

ear. JAMES E. DOWNING. Messenger 

‘ort Dodge, Iowa, 


—_+~o+—___—_ 
ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
—+or 





RUBBER STAMPS. 


peas CENTS pays for a wales stamp fac- 

simile of your si wee. = under 
3 inches, 10 cents a line. 1 work guaranteed. 
Ask for catalogue. A. EMBREE PRINTING CO., 
Belton, Tex. 


NEWSPA PER BROKER. 


BoxKns and sellers of newspaper properties 
to —. mutual advantage, 








u 
Large list of po and long list of buyers. 
Can I be of assistance to you? B.J. KINGSTON, 
Michigan Newspaper Broker, Jackson, Mich. 
—_—_+oo—_—— 


HALF TON LF TONES. 


INCOTONE, the best best printing powepeter half 
tone. STANDARI), 61 Ann St., New York. 


EWSPAPER ale TOnm. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered w when o cash “accompanies the order. 
end for 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


DECOR ATED TIN BOXES. 


HE appearance of a packs a kage ofttimes sells it, 
fy You cannot im Ine how beantifully tin 
they are, 
Last 


boxes can be decorated and how chea 
until you get our samples and quotations. 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 


minder called mt It ba a I ree; so are 
any anee Fil aay Cot re to see. 
AMERICAN STOPPER COMPANY, 
11 Verona Street, 


Brooklyn, New York. 
The largest maker of Tin Boxes outside of the 
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IMITATION TYPEWRITTEN LETTERS. 


MITATION TYPEWRITTEN LETTERS AND 
CIRCULARS a specialty; new process. Corre- 
spondence solicited, JOURNAL, Monticello, Ind, 


BOOKS. 


a hp THAT PROTEOT. 72. . book mailed 
free. kK. S. & A LACEY, Patent and 
Trade-Mark Experts, Washin cron bc. 


JOINTS FOR PRINTERS- “Full of happy ideas 
and good values.” “Co ‘ompact, complete 
manual for printers and advertisers.” Fits vest 
pocket; 25c. postpaid. W. L. BLOCHER,Dayton, 0. 


R.NON-PRINTER ADVERTISING MAN—Ever 
feel the lack of technical printing know]- 
edge? “Concerning ae we yut you wise. 
50c. postpaid. A. 8, CAR: ‘ARNELL, 167 . 102d St., N.Y. 


RITE to-day for free “Book of Specialties,” 

an illustrated catalogue of latest imported 

and domestic novelties, watches, plated jewelry, 

cutlery and optical goode— olesale only, 
SINGER BROS., Re Bowery, N 


laa RCWRCWRCW SOT ROWROWROW RCWR 


Cc 
Ww Ww 
R R 
Cc THE RECORD y 
Ww OF WwW 
R CHRISTIAN WORK R 
Cc is the best of its kind, at es C 
Ww published in America or Europe,’ Ww 
R so writes John Wanamaker. It is R 
Cc a monthly magazine of influence. Cc 
Ww Its contents receive attention and WwW 
R confidence. So will your ad. R 
C Page rate $22.40 fiat, 5 per cent Cc 
Ww for cash, Facts and figures tell Ww 
R youallabout it. Write me why it R 
0] won't pay you, or it’s up to you Cc 
Ww to use it WwW 
R R 
C G. TYLER MAIRS, Advertising Cc 
w Manager, Ww 
R R 
ro] 263 Broadway, New York City. Cc 
Ww Ww 
R R 

Cc 


C 
RCWRCWRCWRCWRCWRCWRCW RCWRCWR 
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ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 

the Wallace stencil addressing machine. A 

card index system of addressing u yy the 

largest publishers thronghout the country. Send 

for circulars. Addressing done at low rates. 

WALLACE & CO., 29 Murray St., New York; 510 
Pontiac Bldg., Chicago, Ill. 


4 we STANDARD AUTO ADDRESSER is a high 

addressing machine, run by motor or 
foot 1 wer. System embodies card index idea. 
Prints visibly; perforated card used; errors im- 
—* operation simple. Correspondence 80- 
icited. 


F JOLINE & CO., 
123 F fere St., New York, 


PREMIUMS,’ 


RITE for information regarding our pre- 
mium and advertising clocks. 
BAIRD MFG. CO., 20 Michigan St., Chicago. 


YON & HEALY'S NEW PREMIUM CATALOG, 

now ready, contains musical instruments 

of all descriptions. including a special cheap 

talking machine; worth of — a 

and guitars used in a single year b: e firm for 

=. Write for catalog. PRE! ‘UM CLERK, 
yon & Healy, 199 Wabash » ert Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale deaiers in jewelry and kindred 
lines. 500- e list price illustrated catalogue, 
publishes annually, 3 issue now y; free. 
F. MYERS (O.. 46w, 48-50 52 Maiden Lane, N.Y. 


OO —————— 
TR ADE PUBLICATIONS. 


OR POINTERS “on ad-writing, advertising 
management, store news, schemex, window 
displays, card writing, mail-order principles, 
okes, physical culture for business men, and 
canoe Ia “Correct English,” read The Business 
Arena, 129 Haverhill ved Tawrence, Mass. Ten 
centsa year. Samples ~ 








§2 
PRINTERS. 


Pre Write R. CARLETON, Omaha, 
Nebe (4 copyright lodge cut catalogue. 


0 00 — es. Heads, $12; 5,000, $7; 
’ Printed in a first Class 
style. Send stam: Ty 

oa PRIN NG CO., 


hb kay Toledo, Ohio. 
fmtecemeat= 4. Rectnoantonntd 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


INSTRUCTION BY MAIL. 
OUR poe CAN READ PEOPLE at a glance. 


Can 
WE CaN TEACH YOU to read people like open 
a ond their characters, talents, strong 
and 


TAKES ONLY TEN WEEKS and $10. Easy 
study and easy payments. We deliver the goods 


or refund. 
NO NONSENSE about our method. No palm- 
istry, astrology 9 — es. Based on physi- 


ology & and qneonted 
USE TW. NTY. Means, Pupils all owe 
bo 5 Only two ee so far. Mention P. I. and 


sample will c 
- BCHOOL L OF HUMAN NATURE, 
Athens, (ia. 


—_—_ +> 
PRICE CARDS. 
S END for samples of the handsome price cards 
we sel] at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 10th and Filbert 
Streets, Philadelphia. 
o> —___ 
PRINTERS’ SUPPLIES. 
I BUY half-tone, etc., ete., plates to print. Proofs 
and rates desired. SAWARD, 204 Montague 
St., Brooklyn, N. Y. 
———-o__—_—— 
~~ PRINTING 
we trade limited amount of carbon paper 
for printing. 8. C. C , Printers’ Ink. 


ONG runs of small work — largest) solicit 
ed tor automatic feed press. \ ay-down fig 
ures. FINK & SON, 5th, above Chestnut, Phila- 
delphia. 
ETTER Headings and Circulars printed by 
special machinery. If you crder 5,000 or 
more, get our prices; on small orders others can 
do as'well. KING, 105 W iliam St., N. Y. 


MISCELLA! NEOUS. 
I CARE not whether you are a whale or a min- 
now in the business world [can help you get 
more business peonre a distinct, unique qn of 
advertising. F.G KVIN, P. 6. Box 182, N. Y. 
phd veciorscies "4 ~epsiedbedaaina 
ADVERTISING MANAGER. 


DVERTISING managers are asked to send 
plans and rates to W.B. GRAY, dealer in 
Maine farms, Bangor, Me. 


SIGNS. 
WOOD signs, 1 igns, 18x24, at 10c. 
10, 000 ‘ir rane —, gign $hops, N. Y. 
5° 1,000 ne A <ns, 
The $am Hoke Hoke sign Shops, ame gg 


$TEEL Signs, jigns, framed, 12x42. a 
9) 5000 Theses, Hoke gign $hops, Fn Y freak. 


Cc. ay Signs, 12x48. framed 
55 ‘he Sam Hoke Sign ee New York. 


1,000 x MUSLIN igns. 2x5 ft., 

. oke Sign Theehay N ewYork. 
25° 500 a eine 3x6 ft. 

= The $am Hoke Hoke $ign Shops, New York. 


TIN Signs 20x28, | 20x28, a’ 
1° 50, m, _ Tin Signs 4x10. 














lie. 
The $am Hoke aon Shops, New York 
e gam Hoke Sign Shops, New York. 
5 BIG see Signs, 5x8 ft., framed, a 


t $5. 
e gam Hoke joke Sign pons New York. 


320-1 Steel gns. 3x5 ft., framed. 
The gam oke Sign’ = New York. 
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LUXURIOUS SMOKING, 


REnoHs MIXTORE is | the highest grade 

Smoking Tobacco manufactured. A superb 

blend of fine old, ripe and custecliy cured North 
Carolina leaf. 

Fragrant, deliciously mild and never bites the 
ton There is no Smoking Tobacco made that 
can compare with it. Can’t be bought from deal- 
ers—sold direct —— factory to smoker. Large 
sample package postpaid for 10 cents in silver or 
stamps. Booklet an an et ces ays "pao 

BACCO 
a tateovinie BR. c. 
Ooo 
LABELS, 
ORK top and other fanc 


figures, FINK & SON, 
above Chestnut, Philadelphia. 


labels at bottom 
rinters, 5th Street, 


os = 


FOR SALE. 


W irolion Press cheap; bed, 35x52; four- 
Bg h eee front carrier delivery, 
printed side up. rgain! Condition 0 K: 
BURNEDT PRINTING | Co. ., Rochester, N. Y. 


$1, 70 ONLY $700 cash, balance to suit 
buysa first-class Goss Perfecting 
Press, printing 4 or 8 es, 6, 7 or 8 columns 
wide, with entire stereotypin; outfit complete, 
including chases and form tab es; all in best con- 
dition. Shafting, a, etc., go with press; 10 
horse power runs it; 7,000 to 3 10,000 per hour. 
Address “PRESS,” ne ake, ink. 


ee 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000‘\@@). 253 Broadway, New York. 








DESIGNERS AND ILLUSTRATORS. 


I ESIGNING, eee omg = engrossing, illumi- 
nating, engraving, lithog graphing. art ey 
THE KsNSLEY STUDIO, 245 Bway, 





ing. 





COIN CARDS, 


&3 PE Less for more; any printing. 
0 THE BOIN WRAPPER CO., Detroit, Mich. 
———~or—__——_— 


HOUSE-TO-HOUSE DISTRIBUTING. 


TTHERE is only one agency that has an estab- 
lished reputation for a systematic house-to- 
house distribution of advertising of all descri 
tions in all towns and cities of importance hh 
the United States. Eve ages of matter is 
placed by men who are reliable, experienced and 
who make this an exclusive business. Can give 
references from many leading advertisers. 
ILL A. 
National Advertising Distributor, 
442 St. c lair 8t., Cleveland, O 


ELECTROTYPERS. 


WE make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for oo of the 
largest a ad in the coun Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
Rose St., New York. 


PAPER, 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York Cit, 
ted papers a specialty. a 


Coat 3 Perfect 
White for bigh-grade no 





SUPPLIES. 


V D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
= cut inks than any other ink bouse in the 





eal prices to cash buyers. 


| aay ts labels on boxes, bottles, cans, jars or 
any article that soamines ~ label ¥ with Ber- 
nard’s Cold Water Paste. sample 
demonstrates its merits CHARLES ‘BERNAKD, 
1508 Tribune Building, Chicago, il. 


OXINE—A non-explosive, non-burni sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale by the trade 
and manufactured by the DOXO MAN’F’G CO., 
Clinton, Ia, 























INDEX CARDS. 


wae a a ay of anythin; anything in the card index 
oo eg consult us. Supplies for 


any x. of cal 
ANDARD INDEX CARD CO. 
Rittenhouse Bldg., ‘Phila. 





ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his’ way. 


ENRY FERRIS, his HF] mark 
Advertising Writer and Adviser. 
Drexel Building, Philadelphia. 


ANKERS, Photographers, Retailers—Ask 
some one about our cuts and our waiting 
for advertisements. Then write. ART LEAGU 


Re ADWRITING is my specialty. Let me 
ne yous. lcan increase your business. 
GEORGE 1. SERVOSS, 
2835 \V yoming St., St. Louis, Mo. 


DVT. bey fe —nothing more. 


Been at it 14 years. 
4k S SCARBORO, 
557a Halsey St., Brooklyn, 1 A 


y TILL WRITE sample ad for only 50c. Money 
back if it fails to please. 
WILLIAM WHITNEY, 
325 Wohlers Avenue, Buffalo, N. Y. 


WANT to correspond with fifty firms, any line 
of business, that will pay me $50 a year each 
to write their advertising, plan their campaigns 
and give them ~ ms advice. Write me to- 
cay rg particulars LARIMORK, Wester- 
viile, ¢ 


\ her eo Barometers, with a well-written 
ad, neatly printed on the back, will pay if 





carefully’ distributed. have them at $27.00 
= thousand, which includes writing and print- 
ad on both Tin Sample, ademas free. 
LOUIS FIN R., 
Maker of Lay merge Business sameiane, 
Fifth Street, near Chestnut, 
Ph jladelpbia. 


OOK TO YOUR ADVERTISING LETTERS. 

The “Letter Shop” of Franklyn Hobbs, in 

the Caxton Block, Chicago, is the home of origi- 

nality in Advertising Letters. Ask for folder, 
“Bout Advertising Letters. 

Leading advertisers are begin nning to recog- 
nize the difference between effective advertisin 
by mail and haphazard circularizing. Re 
your advertising wagon to a two-cent I 
cap furnish you witha harness that will pull’? 


the business. 
FRANKLYN HOBBS, 
Composer and Editor of Advertising Letters. 


i you were to write me for samples of my 
work, and look them over leisurely in the 
quiet of your office ou ee rmine 
whether or not *‘ “MY” hings were sufficiently 
unlike the usual oranof, such advertising matter 
as to make YOU feel like ordering something of 
me. Making people “feel” thus is my only rea- 
son for sending out such SAMPLES to those 
whose oon interest exceeds the postal card 
limit. make CATALOGUES, PRICE LISTS. 
BOO NLETS, FOLDERS, MAILING SLIPS and 
CARDS, NEWSPAPER and TRADE JOURNAL 
ADVTS.. ete., ete. 1 try hard—very hard—not to 
— e “usual” things, and some think with fair 


No. 7 PRANCIS I. MAULE, 402 Sansom 8t., Phila. 





W WE MAKE 
Booklets, mailing cards, folders, romnes, 
form letters, envelope stuffers, newspaper, peri- 
odical and trade journal ads; plan an execute 
complete mail series campaigns, etc. We plan, 
write, illustrate and_ print advertising of any 
any nature—you can buy just as much service as 
you need and no more Copy | fora — piece 
oracomplete advertisin: ao for 
one or more circulars, folders, mailin; cas, 
form letters, etc., $50 each. Yearly service, once 
a month or oftener, $60 _—— and up. myere 
to what we furnish, payable in 12 equal instal 
ments. A booklet on getting more business—of 
asking interest to Dg ey sent for the 
to any proprietor, business manager or 
— # sible Tela asking for it on business 
sta: jonery—evoiding postal cards. It involves a 
complete plan of more than usual NAM. 
GORHA M. STEVENS & DUNHA 
y Fairfield Avenue, 


No. 3, Bridgeport, Conn. 





PRINTERS’ INK, 


O™= SERVICE IS PERSONAL—OUR METH- 
ODS THOROUGH 


If you employ a staff of traveling men you can 


7 hlicit: 


use us to give your b wider p y, 
and thereby facilitate their work. 

If you work altogether for a direct mail busi- 
ness—you can use us for the same purpose. 

If you wish to reach trade that is not covered, 
or is insufficiently covered, by traveling men— 
we can study out the best methods of doing it. 

In short, if you wish to extend your business 
by modern advertising methods, we want the 





opportunity of talking or corresponding with 
you. 

Our work is always bright, sparkling, distinct 
ive—both in literary excellence and illustrative 
and typographical arrangement. 

This, however, is only what appears on the sur- 
face. 

Perhaps the following is the most valuable 
part of our service: 

In the working out of effective plans. 

Of determining the appropriation necessary to 

cover a given territory. 

Of correctly apportioning it among different 
brands and specialties according to their 
selling possibilities. 

Of combining the advertising plan with a 
broad knowledge of salesmanship and a con- 
siderable degree of executive ability. 

Of making the advertising and sales depart- 
ments co-operate to advantage. 

Of creating good follow-up methods, and giv- 
ing personal attention to important details 
of the work in all its ramifications. 


Ask (on business stationery) for our booxlets: 


“YOUR VOICE CANNOT REACH EVERY 
NOOK AND CORNER OF THE LAND” 
and 
“SELLING MORE GOODS.” 


EDMUND BARTLETT, 
Plans and High-Grade Literature for Advertisers 
150 Nassau Street, New York. 
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Advertising Agencies. 


Advertisements under this head, two lines or more 
without display, 10 cents aline. Must be 
handed in one week in advance. 

After September 1st the cost of advertis- 
ing under this heading will bo 20 cents a 
line or #8 an inch each insertion; and dis- 
play type may be used ifdesired. 


ALABAMA, 


A-%Z, ADVERTISING CO., Mobile, Alabama 
Distributing and Outdoor Advertising. 


CALIFORNIA. 


NOLDEN GATE ADVERTISING CO., 3400-3402 
HN Sixteenth St., San Francisco, Cal. 


1 A Sa ed AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
ople; save advertisers money by advising ju- 
diciously for newspapers, billboards, wall signs, 
street cars, distributing, etc. 


URTIS-NEWHATLL CO., Los Angeles, Califor- 
nia, Estab. 1895. Place advertising any- 
where—magazines, newspapers, trade papers, 
outdoor. Effective ads. Marketing plans. PACI- 
FIC COAST ADVERTISING, 25c. copy; $2 year. 


ARNHART AND SWASEY. 107 New Montgom- 
ery St.,San Francisco—Largest agency west 
of Chicago; occupy 10,000 sq.-ft.; employ 60 people; 
manage all or any part of an advertising cam- 
paign; can saveadvertisers money by ac vising ju- 
diciously for newspapers, billboards, wall signs. 
street cars,distributing,etc. Can place goods with 
wholesalers and retailers. Knowing Ccast condj- 
tions, we can place your ad vertis’g without waste. 
Write for booklets. 


CONNECTICUT. 


\ 7 &. WHITTELSEY, New Haven, Conn., spe- 
e cialty of mail-order adveitising. Est. 1895, 











DISTRICT OF COLUMBIA. 
~ FOR $line Want Ad in 15 leading dailies. 
D+) Send for listsand prices. L. P. DARRELL 
ADVERTISING AGENCY, Star Bldg.,Wash., D.C. 


MISSOURI. 
I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


NEW JERSEY. 
VN AIL order advertising a specialty. THE 
i STANLEY DAY AGENCY, Newmarket, N. J. 


NEW YORK. 
Oat mt AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 


LBKERT FRANK & CO., 25 Broad Street, N. Y. 
General Advertising Agents. Established 

1872. Chicago. Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 


& KO. P ROWELL & CO.. 10 Spruce St., New 
York, have representatives cajling in per- 
son upon newspapers and retailers taking up 
State by State. and offer advertisers the un- 
usual facilities of this service. Schewes for in- 
troducing and selling goods. 


TORTH AMERICAN ADVERTISING CORPO- 
i RATION, Woodbridge Building, 100 William 
Street, corner of John, New York. A reliable, 
* recognized ” —— advertising agency, con- 
trolling first-c accounts. Customers pay a 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO. 
CS” FR. RUNEY, Runey Bldg., Cincin- 
/ nati,O. Newspaper, Magazine, Out-door 
Advertising. Prinung, Designs, Writings. 


PENNSYLVANIA, 
HE H. 1. IRELAND ADVERTISING AGENCY, 
(Established 1890), 

925 Chestnut Sti reet, Philadelphia. 
FOLEY & HORNBERGER 
Advertising Agents, 

1208 Commonwealth Blag., Phila. 

“Less Black and White, and more Gray Matter,” 








RHODE ISLAND. 
( F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” magazine, news- 
paper adv. 
TENNESSEE. 
XN REENWOOD ADVERTISING CO. (Incorpo 
3 rated)—Main Offices. Knoxville, Tennessee 
Out-door advertising contracted for throughout 
the South. Bulletin pene, Wall Painting 
Cut Outs, ete. Distributing, Sign Tacking and 
Curtain Painting. 


CANADA, 
F‘ )R $4.50 we insert 25 words, classified, once in 
best 18 dailies of 15 largest Canadian cities ; 
3 rer Send cash with order, 
DESBAKATS ADV. AGENCY Ltd., Montreal. 


— 1o> — 
REPEAT UNTIRINGLY. 

Advertising is telling your story over 
and over again. 

To put one advertisement in a paper 
one time, be it ever so large, is not, 
in a commercial sense, good advertising, 

It will not pay. 

As well give a costly oil painting to 
your best customer and call that adver- 
tising. 

Advertisers get tired of saying the 
same thing over and over again. They 
think the nublic gets tired, too, so they 
abandon their monotonous task. They 
do not stop to think that the public pays 
little heed. That the skin of the public 
is as thick as a plank. Because they 
themselves are intensely interested in 
what they are advertising, they imagine 
the public is interested, too, and thev 
fear the public will get satiated and 
sore. So they quit before they get start- 
ed. They abandon the mine just before 
they reach pay ore.—Booklet from 
Creamery Journal, Waterloo, Iowa. 


PHILOLOGICAL. 

What is the charm about the diminu- 
tive addendum “let”? You cannot find 
anything from a Summer hotel to a 
gold mine that has not its own “book- 
let” to carry its praises around. The 
booklets are sometimes composed of 
leaflets, and now and then an adven- 
turous and poetic soul blows out a 
notelet. It is a curious freak in adver- 
tising, and one that refuses to work both 
ways. Imagine the promoter who ap- 
pealed to the public to read his book in 
order to learn about his minelet. Not 
much; it is a booklet about a mine.— 
Hartford Courant. 


Leni gwen Cz ee 
NEITHER SOOTHED NOR _ SUS- 
TAINED BY BREAKFAST 
FOODS. 

There is at the present moment a cer- 
tain largely advertised “food” for which 
certain claims are made. We tried this 
“food” some time ago, but found it 
wanting. -It was an expensive experi- 
ment. The “food” would take you out, 
but would not bring you home again; 
in other words, about 11 a. m. we could 
have done justice to a good steak, with 
a few etceteras.—Advertisers’ Review, 

London, 


Rupaee evan er wae cee wr 
THE ONLY PEBBLE. DOUBTLESS. 

Seaside visitors at Whitsuntide who 
see a particularly nice pebble on the 
beach should pick it up. It may contain 
a £5 note. The idea is that of a well- 
known advertiser.—London Mail, 


























SNOBBISH BOOK ADVERTISING. 

A publishing house, of reputation has 
recently advertised a novel as written 
by “An American woman of exquisite 
refinement and highest social rank.” 
There seemed no need of adding any- 
thing about the novel. Leaving un- 
answered the interesting question of just 
what constitutes the “highest social 
rank’? in America, we wonder what the 
exquisitely refined lady in question 
thinks of the snobbery of such an ad- 
vertisement. We hoped that this sort 
of thing was limited to the society 
columns, where it belongs. For 
Heaven’s sake keep it away from books. 
—Leslie’s Monthly. 


> 


AFFINITIES. 


When Demand meets Supply they 
shake hands and have a good time. Such 
great friends do they become that the 
man who introduces Supply to Demand 
always makes money, being generally 
liberally paid i both parties. Adver- 
tisement is usually the genial introducer 
of Supply to Demand.—Saturday Even- 
ing Post. 








i. . 
RELAXATION. 


Mrs. Saltonstall—‘“I feel tired to 
death this morning. I’ve been out till 
midnight the last four nights running.” 

Mrs. Walsingham—‘‘So do I. I have 
had company for two weeks now, and 
I’m all worn out. Let’s go shopping.” — 
Somerville Journal. 
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“As ADVERTISED” has become an 
indication of quality in store 
phraseology. 


LARCE 
EDITION ,PRINTERS 


DISTRIBUTERS OF ADVERTISING 
MATTER 

The Atoz Printing Co., South Whitley, Ind., 

rint and distribute booklets, circulars, ete: 

on in large qnantities and distribute 
through local representatives in every sec- 
tion of the United States, in small towns 
and villages, out-of-the-way places, as weil 
as large cities. 

e printed and distributed more than 
one hundrea and fifty mitiee pieces of ad- 
vertising matter during Our system 
for securing honest distribution is as per- 
fect as we know how to make it. We furnish 
proof of honest — before asking 
pay * 3 the 

OR NTING. DEPARTMENT is espe- 
e edition work, ali 
ery ing of the latest and most 


print, in lar quantiti: s, as GOOD as any 
and better N MALY; i 8 FAST as any and 
faster than many ; and CHEAPER than 
any other printing concern. 
WE ATTEND TO EVERY DETAIL. 
Write us he | you have to distribute and 
territory you = re to cover and we will 
submit prices and go into details full 
We will ch eerfully furnish an imate 
on your printing. 
ATOZ PRINTING co. 
217 Maple Street, Se. Waitiey, ind. 
182 State Street, 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent extra 
Sor specified position—if granted. 
Must be handed in one week in advance 


[Counsel with Advertisers 


A number of years ago I acci- 
dentally became involved in the 
myer work of counseling a 

large advertiser whom | am still 
serving in the same capacity. 
Without my _ seeking, other 
clients came to me, including a 
few of the best-known adver- 
tisers in America, and I have 
served them all for about ten 
. ears and am still serving them. 

ow I can give an hour or two 
aday to another advertiser or 
two. Will furnish new copy, 
originate designs, edit some one 
else’s copy, edit house organ, or 
do any similar work. Will work 
on trial for a while, or you can 
talk with any of my present 
clients. Address 


JOHN W. PRITCHARD, 
121 Tribune Building, New York. 











b Avenue, 
Chicago, Il = Tork City. 
JULY 18, 1904. 
GENTLEMEN— 


We are pleased to state that 
the results from our advertising in 


Che Sunday Heyool Canes 


have been uniformly good. We 
have noted that the percentage of 
buying customers who answer our 
advertisement in THE SUNDAY 
ScHooL TIMEs is higher than 
from any other religious paper. 
It has cost us a good deal to find 
this out but we thoroughly believe 
it. Yours very truly, 


HAMMOND PUBLISHING Co. 
> & @. 4 


We shall be pleased to tell you 
some bottom facts to prove to you 
THE SUNDAY SCHOOL TIMES has 
other features to make its adver- 
tising service satisfactory and 
profitable to its customers. 

We Shall Be Pleased To Hear From You. 34 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 
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My Midsummer Mail 


On opening my mail on Monday morning, August 8, I 
found orders from New York (2), New Jersey (1), Pennsyl- 
vania (2), Massachusetts (2), oo (1), Florida (1), Ohio 
(1), Indiana ‘2), Michigan (2), Minnesota (1), Iowa (2) and 
Idaho (1). If I were employing traveling salesmen you can 
readily realize what a force I would need to cover the 
above territory. Every order was accompanied by the 
cash and two of them were from concerns that had never 
bought from me heretofore. During the remainder of the 
day I received orders from thirty-one different concerns © 
located in my own city. This is not such a slow record, 
considering that my competitors are all howling about the 
dullness of trade. I also had an inquiry from a concern in 
Stockholm, Sweden, who seem anxious to handle my goods 
in their country. Send for my price list and compare it 
with what you pay for inks on credit. If you favor me 
with an order and feel that you are dissatisfied with your 
purchase I offer no arguments but refund your money 
along with the transportation charges. Address 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 





GETTING 


= (fF, = ORDERS 
= DIRECT 


requires, first, a system of advertising that will bring inquiries, 
or orders, or both, and, second, a follow-up system that will 
keep after inquirers until the order comes, if it is possible to 
get it. 

The Ethridge Mail Drummer System combines both these 
features in a more comprehensive and effective manner than any 
other advertising method yet devised. 

We furnish the whole thing—any cierk can handle the cam- 
paign after we get it started. 

Write for booklet and full particulars. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
No. 210 The Arcade, Cleveland, O. 


















$1,000.00 1n Prizes. 


THE AMERICAN HOME has nearly three hundred 
thousand paid-in-advance subscribers. We want you to 
help us largely increase this number, but we don’t ask you 
to do so for nothing. We have appropriated $1,000 to be 
divided among those who send us the best plan or scheme 
for gaining new subscriptions or getting old subscribers 


















to renew their subscriptions. 
The $1,000 will be divided into one hundred and seven 
prizes, as follows: 
First Cash Prize, - - - - $500.00 
Second “ °5 - - - - 200.00 
Third =‘ - - - - 100.00 
Fourth ‘“ e - - - - 50.00 
Fifth ‘ "7 - ~ - - 25.00 
Sixth ‘ a - - = = 15.00 
Seventh “ “ - - - - 10.00 
And 100 prizes of $1.00 each, - - - 100 00 
Total, - ~ ~ - - $1,000.00 


The contest will close December 31, 1904, and the 
prizes will be awarded as soon thereafter as possible. 

No paper in America has ever made a fairer offer. 
We want you to help us make this contest a success. No 
one need hesitate to send us a suggestion. The simplest 
idea that you can think of, when properly worked up, may 
be just the thing we want. With a little effort you may 
win one of the prizes. The subscription price of THE 
AMERICAN HOME is ten cents a year. 

It will please us to correspond with you regarding this 
contest. 





When you advertise in THE AMERICAN HOME 
you get paid-in-advance circulation—more than 250,000 
copies guaranteed and proven any way you wish, and still 
growing. Rate $1 an agate line. Limit 5,000 lines. No 
objectionable advertising accepted. Please give it a trial. 





THE AMERICAN HOME, 


525 Temple Court Bldg., G FF. TERS Y, 1305 Unity Building, 
New York City, N. Y. PUBLISHER, Chicago, Ill. 
R. L. Watkins in charge. WATERVILLE, MAINE. Jas, F. Hutton in charge 
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THE RETAILER—HIS 
PROBLEMS. 


“I’m too small to advertise in the 
daily papers,” the retailer in cities 
says. “My ad would be lost and, 
besides, the papers are read by too 
many people who live out of reach 
of my store.” 

Now, while I am willing to ad- 
mit that this oft-cited reason for 
not using newspaper advertising is 
a good one in thousands of cases, 
I am also certain that in thousands 
more it is quite untrue, and the 
small merchant who advances it 
does not know by actual test of 
newspaper advertising that it will 
not pay him. He merely repeats a 
theory that he has got into the way 
of believing. No man can definite- 
ly affirm that newspaper advertis- 
ing will not help his business until 
he has tried it. S. S. Rogers, of 
the Chicago Daily News, says that 
in that paper are carried year after 
year small ads appearing too in- 
frequently to get anything in the 
way of position—though the larg- 
est ad gets nothing in the way of 
special place in the Chicago News, 
for that matter. To the casual eye 
such ads would appear to be hope- 
lessly lost. Yet they pay. The 
Philadelphia Bulletin carries 750 
small advertisers on its books, and 
undertakes to t.ake newspaper 
publicity profitable to the merchant 
whose annual gross turn-over is as 
small as $10,000. Philadelphia is 
the third largest city in this coun- 
try, and Chicago is the second. In 
view of these facts, the small mer- 
chant who says that newspaper ad- 
vertising is not for him is, ninety 
times in the hundred, speaking 
wholly without real knowledge. To 
make such a statement year after 
year without ever putting it to an 
actual test is to be unfair to the 
local newspaper, and to be even 
more unfair to one’s own interests. 

* * - 


It is true that the small adver- 
tisers in these two big dailies are 
nearly all in a central location in 
their cities. This is so great an 
advantage that perhaps every small 
merchant who can do a paying 
business in the center of a city can 
advertise in its daily papers. 


58 PRINTERS’ INK. 


Newspaper advertising for the re- 
tailer in an outlying district jis 
more difficult, but it has been done 
successfully, and may be done 
again. It doesn’t make any differ- 
ence how many people live outside 
the radius of the store. Those 
who live inside are important. If 
the retailer two miles from the 
center of town has 10,000 to 25,0c0 
people living within ten blocks of 
his front door, that is a clientele 
worth cultivating. One of the 
evening papers in the city reaches 
this clientele, and announcements 
even as small as two inches twice 
a week will interest them. They 
may not respond quickly. The 
point is to keep on until the little 
Tuesday and Friday ad has become 
as much a feature of the paper to 
people in that store’s clientele as 
the page announcement of the 
Bargain Store downtown. 
* 


Co-operative newspaper adver- 
tising is the ideal method for the 
dozen or half dozen neighborhood 
stores that serve a local clientele. 
Sometimes it is difficult to get as 
many as six neighboring merchants 
to come in on such an arrange- 
ment, for competition is pretty 
keen, and the small retailer usually 
prefers to go it alone. Where the 
“get together” spirit has been de- 
veloped to the point of mutual 
early closing and other improve- 
ments, however, a_ co-operative 
newspaper ad should be tried. By 
taking larger space it is possible to 
get a better rate, and the ad, made 
up of a half-dozen small announce- 
ments grouped under a distinct 
heading such as “The Madison 
Boulevard Stores,” is large enough 
to hold its own with any announce- 
ment in the paper. This is not a 
theoretical plan at all, but one that 
has been tried with good results. 
Newspaper advertising is within 
the reach of many small mer- 
chants who believe it unprofitable 
for them. The retailer who hasn’t 
tried and made an absolute failure 
of newspaper advertising for him- 
self really has no right to think 
that it won’t pay him. For he 
doesn’t know. ‘ 

* 


The store paper is a productive 
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method of advertising for a small 
retailer if published regularly and 
well circulated in his own neigh- 
borhood. Or, rather, a good store 
paper is productive. here are 
not very many really live store pa- 
pers, most of the specimens that 
come to light being simply circu- 
lars. But even they pay so well 
that they can be published regular- 
ly, for they quote plenty of prices. 
The price doesn’t tell the whole 
story about such a complex stock 
as that of an up-to-date grocery. 
Far more important than price is 
suggestion—telling the housewife 
what to serve for supp « to-night 
and breakiast to-morrow morning. 
Just how suggestive such a paper 
can be made is shown in the pages 
of a little monthly called Barnes’ 
Grocery News, from the store of 
J. J. Barnes, 1889 Pearl street, 
Cleveland, Ohio. This paper is 
only four pages in size, but Mr. 
Barnes has seen the wisdom of 
engaging a man who edits and 
gets it out regularly. Every of- 
fering is couched in ti.. form of a 
pithy paragraph, and in the little 
corner devoted to cooking recipes 
the editor has inserted the names 
of flavoring extracts, gelatines 
and other ingredients sold in the 
store. These extracts show how 
the “news” in such a paper should 
be handled: 

Salmon is a far more economical food 
than wheat and contains more nutrition. 
Served in various ways, it is delicious 
and tempts the palate. The best salmon 
comes from the Columbia River. There 
is so much fish on the market disguised 
as salmon that we advise our customers 
to ask for the “Deer Harbor” brand, 
which is the choicest of Columbia River 
salmon steaks. 

Some people would buy a bottle of 
flavored water if it was cheap, but 
it’s the sensible housewife that buys 
Zipp’s U. S. P. Vanilla at 25 cents and 
Zipp’s U. S. P. Lemon at 20 cents. 
Quality isn’t to be sneezed at. 

A toad who fell into a large can of 
milk kicked and kicked until he churned 
a roll of butter large enough to sit on. 
and thus saved himself from drowning. 
So “necessity is the mother of inven- 
tion.” A wise Yankee, who despised 
cleaning carpets with a broomstick, in- 
vented a patent wire carpet beater, 
which does the work easily. We offer 
them as a “special” at roc. each. 

Cocoa as a beverage for the dailv 
family need cannot be overestimated. It 
is healthful, appetizing, and, above all, 
easily prepared To get best results in 
making cocoa, you should use only 








earthen or porcelain lined vessels, as 
tin spoils the flavor of cocoa. Runkel 
Bros.’ Cocoa is one of the best cocoas 
on the market, and we recommend it, 
as it is prepared from the choicest of 
cocoa beans, Just try this famous cocoa 
—¥, |b cans, 24 cents. 

* * * 


One of the most attractive ad- 
vertising propositions is that of the 
optician, For while the grocer 
and butcher and baker must let 
each day’s advertising stand for 
itself, and only reap a small per- 
centage of permanent results in 
the shape of store reputation, the 
optician’ can work on people this 
week who may not become his pa- 
trons until next year, but who will 
always come back to him in eye 
troubles if he is a competent prac- 
titioner. Walter C. Rix, “the man 
who knows eyes,” Ilion, N. Y., is- 
sues a monthly calendar in the 
form of a mailing card. It is no 
great shakes as a piece of fancy 
printing, but the talk on it counts. 
Here are some quotations from 


the cards for his year: 

He who hesitates is frequently near- 
sighted. Don’t be near-sighted, but let 
Rix fix your eye troubles. He’s the 
optician—scientific, practical, experienc- 
ed. If he hasn’t just what you need he 
will get it for you. He won’t try 
to sell you anything else—that’s certain. 

Because your head aches it doesn’t 
necessarily mean that your digestion is 
bad or that you need medicine. It may 
be your eyes. I fit glasses free and 
guarantee satisfaction. I can give you 
what you need fiom a scientific stand- 
point I can give you what you want 
from a financial standpoint. I won’t 
charge you anything for an examination, 
anyway. 

A little eye trouble is a dangerous 
thing. The eyes of Ilion and her 
neighboring cities look to Rix for protec- 
tion. He gives it. That’s his chosen 
work. He’s done it for the past ten 
years, and he’s going to keep right on 
doing it. If your eyes are perfectly 
good and need no attention he’s glad 
of it. If theré’s anything wrong, 
though, he would like to set it right for 
you. He guarantees satisfaction to all 
customers. You can’t find such a com- 
plete. optical stock or such pleasing prices 
anywhere else. 

If you are far-sighted, be far-sighted 
enough to get the right kind of glasses. 
Such far-sighted people always make 
their way in the world. They and a whole 
lot of other folks who need glasses can 
get just what they want from Rix, the 
man who knows eyes. 

+o 


NewspaPer editors have only one form 
of nightmare. They dream, _ with 


spasms, of a disguised advertisement 
getting into the 
Robert Barr. 


reading . ‘columns.— 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








It has been said so often that it 
may begin to lack force, but the 
fact remains that advertising, like 
everything else that affects your 
business, must have proper atten- 
tion in order to make it pay. 
Proper attention doesn’t neces- 
sarily mean the employment of a 
large-salaried advertising manager 
for a small business, though with 
a rightly managed small business 
as a foundation, that might be a 
good way to build a large business. 
What “proper attention” does 
mean is the intelligent and system- 
atic conduct of your advertising, 
based on a careful study of all 
the conditions under which you 
are doing business; and it is 
neither safe nor economical to del- 
egate the important work to the 
office boy or some wholly inexperi- 
enced person whose sole qualifica- 
tion is the ability to write “smart” 
or “funny” things which may be 
very clever and amusing and still 
not make the sort of an impression 
that is expressed by bigger totals 
on your cash registers. In most 
stores, the proprietor himself can 
well afford to give the advertising 
his personal attention, at least to 
the extent of formulating a general 
policy for its conduct that will be 
consistent and thoroughly in har- 
mony with the plans and purposes 
of the business it represents, and 
of seeing that that policy is strictly 
adhered to so long as it remains in 
force. The work of preparing the 
ads themselves should be assigned 
to that employee who is most in 
sympathy with the methods of the 
management and who combines 
with a salesman’s experience the 
ability to put your proposition 
plainly and persuasively before 
your public. Perhaps the best way 
to determine which of your em- 
ployees should do this important 
work, providing that you lack the 
time or the ability to do it, would 
be to inaugurate a friendly com- 
petition among them, assigning a 





new subject each day for a week, 
stating the size of space to be used, 
and so varying the conditions as to 
find out which of your men has the 
widest and best knowledge of ad- 
vertising as applied to your special 
needs. After having assigned the 
work to one of them, see that it 
is done systematically—give him a 
certain time,.and enough time, to 
do it properly, a quiet place where 
he can think and write without in- 
terruption and interfere as little 
as possible. Let him read Print- 
ERS’ INK every week; it will stimu- 
late his thoughts along lines that 
have been found profitable by other 
merchants. Let him adapt the ads 
in this department to your needs 
when he can do so to advantage, 
for that is what they are here for, 
and let him submit his work to 
PRINTERS’ INK for helpful criti- 
cisms. In this way you will get 
a great deal more out of your ad- 
vertising appropriation with but 
little if any more expense and 
you'll be helping a bright em- 
ployee to help himself while he is 
helping you. 
Very Good. 


A Cure for Rental 
Worries! 


This plan gives you the | 
profit but saves you all the 
trouble. 

Renting houses is a part 
of our business. We have 
a constant demand for 
houses and can (and do) 
keep our client’s houses full 
all the time. We secure 
you prompt collections, 
prompt settlements (same 
day if you like) and inci- 
dentally relieve you of all 
the details of taxes, insur- 
ance, repairs, etc., etc. Get 
our figures on this service. 
They are small. 


TENN. TRUST CO., 
Real Estate Dept. 
Chas. E. Speer, Mer. 
Memphis, Tenn. 
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Strong One for a Savings 
Bank. 





Saving Softens 
the Pillow. 


There is better sleep by 
night and better cheer by 
day in the family whose 
head has a savings account. 

We receive savings de- 
posits, we assure saving peo- 
ple a pleasant reception, and 
we pay them 3 per cent. 


COLONIAL TRUST CO., 





Reading, Pa. 





Ought to Hit the “Thrifty Colored Peo- 
ble 


it is Aimed at. 





Some Home Bar- 
gains in George- 
town for Thrifty 
Colored People. 


200 cash—balance month- 
ly will buy any one of these 
homes: 

1513 26th st., water and 
sewerage $1,100. 3315 R. 
st., 6 rooms, for $1,500. 
1812 34th st., water and 
rage $1,300. 1606 33d 

brick $1,600. 3207 Grace 
= 7r., water and sewerage 
$1,500. 3230 Grace st., 
rooms $1,300. 

THE MILLER-SHOEMAK- 
=<R REAL ESTATE 
co. (Inc.), 
Washington, D. C. 











Says a Good Deal in a Small Space. 





Model Homes 
on Monthly 
Payments. 


We build according to 
your own plan. Fifty plans 
furnished free. We give a 
warranty deed and take an 
installment mortgage on 
easy monthly payments. 
Prizes given for prettiest 
yard. Flowers, lights, spe- 
cial police protection fur- 
nished free. Lots in best 
part of city with every im- 
provement and good neigh- 
bors assured. 

LORAIN LAND AND 

BUILDING COM- 
PANY, 


S. H. Williams, Attorney, 
Resident Agent. 
Room 4 Penfield Avenue 
Bank Building, 
Lorain, Ohio. 
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Appeal to Keepers of “‘Bachelors 
Hall.” 











lA Breakfast 


You'll Relish. 


While the family is away 
breakfast with us. You'll 
enjoy the change and enjoy 
the food. 
Club Breakfasts, 25c., 
goc. and 35¢. 
STERNE & WATSON, 
508 Ninth Street, 
Washington, D. C. 





Has 


the Quality of Earnestness and Al- 
most the Force of a Personal Talk 


ith the Possible Customer. 





A Good Time 
To Buy A Good 
Time-Piece. 


I have just received a lot 
of new Watches which are 
worth your seeing—probably 
the most interesting assort- 
ment that ever come to 
Clark. 

I never saw handsomer 
styles; and as I bought them 
at a discount for cash, I 
mean to sell them at pleas- 
ing prices. If you need a 
watch I can fit your taste 
and your purse right now. 
Come in and talk it over. 


E. GALE THE WATCH 


Clark, S. Di 





Jovel Idea that Can be Used as Well 


Elsewhere as in Asheville. 








Pine Pole Kitchen 


The unprecedented  suc- 
cess of the Pine Pole 
Kitchen as a medium for 
the serving of open-air 
meals, lunches, ice cream 
and cake, convinces that we 
are filling a long-felt want. 

The fact that hosts of peo- 
ple have already partaken of 
our dainty lunches, amid 
nature’s most beautiful en- 
virons, speaks more elo- 
quently than words, that 
this is an ideal spot for 
those seeking a day’s outing, 
away from the turmoil and 
dust of the city, or for those 
seeking a change from the 
monotonous routine of a 
hotel or boarding house. 

Special arrangements 


made for serving hotel 

parties. 

CULVERN’S PINE POLE 
KITCHEN, 


Asheville, N. C. 


























Stained Hands 


resulting from exposure to 
fruit acids when preserving, 
canning, etc., may be avoid- 
ed by wearing “AGNOTA” 
Rubber Gloves. Once used 
always worn by housework- 
ers who desire beautiful 
hands. Price, per pair, $1. 
Rubber Bath Mats, $1.35. 
M. LINDSAY RUBBER 
MFG. CO. (Inc.), 
Washington, D. C. 


Here’s Something New and Good. 





— 
Extra Markers 
To Fill In 


You may have had 4 death 
in your family since your 
monument was erected. It 
is your intention to have a 
marker set and the inscrip- 
tion placed on the memorial. 
Other things have prevent- 
ed. You have failed to get 
at it. We can make a 
marker to match any monu- 
ment with our Pneumatic 
Hammers. 

We can do it at a very 
small expense. It perhaps 
will not cost as much as you 
anticipate. Write us a 
postal and we'll have some- 
one call to talk it over. 


INCH & RAMBAU, 


Lawrence and Perry streets, 
Pontiac, Mich. 








The Meriden, 
Carries a Lot of Good, Live 
tising, of Which the Ad Below is an 
Example. 
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New 
Sweet Potatoes 


Nice fat chunks that will 
cook as yellow as_ gold; 
serve with green corn, iced 
cucumbers and tomatoes and 
you won’t miss meat at all. 

60 cents the peck. 

About the store—No ad- 
vance yet with price of 
Meridale Dried Beef, which 
in the midst of the greatest 
using time of the year, 
means doubling our usual 
sales, 3o cents the pound. 

Block Island Codfish that 
are small, short, thick, white 
and meaty, 10 cents the 
pound. At 

BIBEAU’S 


Boston Grocery, 
17 Colony st.,-Phone, 126-5. 
_Meriden, Conn. il 
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Timely One for Rubber Gloves. 


Conn., Daily Journal 
Adver- 





This is Exceptionally Good—Chooses the 





Housewife’s Most Dreaded Day in 


the Kitchen on Which to Han 


g the 


Talk, and Draws Sharp Contrasts. Jt 


Gives Prices, Too. 


Ironing Day 
That’s the day the Gas 
Range proves its superior- 
ity! Ironing isn’t half the 
work, with no red-hot stove, 
no overheated kitchen. 

A single gas flame heats 
three irons with small ex- 
pense and great comfort, if 
you use the No. 2 Sad Iron 
Heater sold by dealers and 
by this Company. Price, 3oc. 

Single Oven Ranges, 
$9.75, $10,50. Double lone 
Ranges, $12.50 and up. In- 
dependent Water Heaters, 
$6.75 and up. 

Connected free along the 
lines of our mains. 

For sale by dealers and by 
THE UNITED GAS IM- 
PROVEMENT COM- 
> TY, 


f 





Philadelphia, Pa. 











Business in Odd Trousers at 


There’s a Chance to do Considerable 


This 


Time of the Year, by Cutting Prices 
a Little and Advertising Like This. 





Sale of 
Men’s Trousers 


This offering is broad 
enough to meet the wishes 
of practically every man 
who wants to freshen up his 
Summer suit with a new 
pair of trousers. If you 
have a black or blue serge 
or thibet suit, here are 
trousers to go with them in 
tthe same fabrics. And if 
you wish a variety, here are 
striped worsted trousers, as 
well as the light-colored out- 
ing trousers. All are very 
materially reduced in price 
to-day. There are ample 
quantities, making good va- 
riety to choose from. These 
three groups: 

Two hundred pairs of 
Men’s Striped Worsted 
Trousers, our regular $5 
kinds, at. $3.50 a pair. 

Two hundred pairs of 
Black and Blue Thibet and 
Serge Trousers, left over 
from suits; a good $5 value, 
at $2.50 a pair. 

Men’ s Outing Trousers of 
light-colored homespuns; $4 
and $5 kinds, at $3.50 a 
pair. 

JOHN WANAMAKER, 


New York. 

















G 








ao 








Not a Word Wasted. 


A Pineapple 
Bargain. 

Fine, sound, ripe pines 
apples, easily worth roc. 
each, special Friday and 
Saturday, 7c. each, 75¢c. 
dozen. Get them for can- 
ning while this low price 
prevails. 
8c. a dozen for _ nice, 
juicy lemons is another Fri- 
day and Saturday special. 

HANSCOWM’S, 
1311-15 Market St. 
Philadelphia, Pa. 
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Good Idea if the Ad is Really Accepted 
as Fifty Cents and the Coal is $5 
a Ton Without It. 


Coal. 


Kitchen Range, Hot-Air 
Furnace, Hot-Water Heater. 

Good for 5o0c. 

This coupon and $4.50 
will entitle the bearer to one 
ton best quality lump coal. 
Most economical, and _ will 
give more heat than any 
other kind of coal. No dirt, 
slate, clinkers—no ashes. 
Suitable for latrobes. 

WM. J. ZEH CO., Inc., 

Washington, D. C. 








Direct and Covincing. 


Wear Spex? 


or think you need them? 

Our New Optical Depart- 

ment is in charge of an ex- 
perienced scientific optician, 
who will examine your eyes 
free of charge and advise 
you as to the course to pur- 
sue—whether to get glasses 
or not, or give your eyes a 
rest, or undergo treatment. 

We don’t treat eyes—just 
test them and fit glasses 
when needed. 

Nose Glasses, 35c. to the 
finest — all under usual 
prices. 

Spectacles—qoc. up 

a Filled Eye Ginsees, 


"Sotia Gold, $3.50. 

Don’t wear uncomfortable 
devices that hurt or won’t 
stay on, when there’s so 
many sorts to choose from— 
and surely one that fits your 
nose right. 

Comfort and__ security 
without apprehension. 


BOGGS & BUHL, 
Allegheny, Pa. 
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Stop That Wheeze 


It’s killing you. Perhaps 
you'll smile at that unless 
you have a bad case of 
Asthma. But Asthma is 
but a forerunner of con- 
sumption unless it’s stopped. 
Potter’s Asthma Cure is a 
scientific combination of 
remedies that never fail to 
produce relief. 

Price 25¢. 

POTTER’S PHARMACY, 
152 Hanover Street, 
Meriden, Conn. 








Interesting and Informative. 











Hair Mattresses 


The best hair is from the 
wild horses of South Amer- 
ica and Mexico, and comes 
to this country in huge 
bales. 

It is picked apart, cleaned 
and made into any kind of 
ticking you want. 

The longest hair is best— 
and black is better than 
white—it’s just as_ clean 
and hasn’t had the life tak- 
en out of it by bleaching. 

The mixer .hair is shorter 
horse hair mixed with other 
sorts—just as clean, _per- 
haps just as comfortable as 
the other, but doesn’t wear 
so long without doing over. 

But after all, it depends 
on your need—if you want 
it for long, pay as much as 
you can; if for the present 
the cheaper will do. We 
have them for critics up to 


$45. 

We'll make the kinds spe- 
cified below to your order, 
and will send a man to your 
home to take measurements, 
if you live inside the city. 

Twelve grades of hair; 30 
patterns of ticking; three 
ayes. of making, one or two 
lengths. 

Buying a lot of good hair 
at less than usual, permits 
the price saving in the mat- 
tresses. 

$15 for the “Queen 
Louise,” weighing 40 
pounds, and filled with pure 
horse hair. 

$18 for a better quality 
of hair. 

$22 for a still better one- 

$26 buys the best black 


air. 
$28 is asked for the best 
white hair. 
SCHIPPER & BLOCK, 
Peoria, Iil. 











Good One for an Asthma Remedy, 
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American Newspaper Directory 
For: ‘P904: WA. ls 
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Mr. Robert W. Palmer who made most of the * Daily 
Newspaper Investigations,” that have been published in 
PRINTERS’ INK, Says: 


In pursuing the investigations of daily newspapers for PRINTERS’ INK I 
had no preconceived notions in regard to the relative worth of the papers in 
the places to be visited. Over seventy cities and villages in which daily 
newspapers were issued lay along my route, and in no single one of them had 
I ever been, except to pass through on a train. The field was wholly new. 
Before commencing an investigation it was naturally my policy to make my- 
self familiar with the information given in the American Newspaper Directory 
for 1904, not for the purpose of basing my report upon it, but in order to 
approach the work with as much intelligence as possible. 

Little time was usually needed to decide concerning the truth or falsity of 
the information which the Directory purported toconvey. It is true I did find 
papers which, I am confident, had deliberately falsified the detailed circula- 
tion statement furnished the Directory, and I also came upon papers which 
do not furnish detailed statements, and which had circulation ratings accorded 
them by the Directory editor that were higher or lower than facts would 
warrant, but the papers of these two classes were inconsiderable in number. 
It was my conclusion that they were so few that they might be said to prove 
the remarkable accuracy of the Directory taken as a whole. I found that 
many publishers of papers with comparatively small issues prefer to keep in 
a position that enables them to complain about an erroneous rating in the 
Directory, rather than to give information that would commit them to an 
acknowledgment of the accuracy of a rating given. From an experience of 
more than two months spent in making newspaper investigations for PRINT- 
ERS’ INK, I arrived at the conclusion that the information in the American 
Newspaper Directory about newspaper circulations is accurate to a remark- 
able degree. 





Rowell’s American Newspaper Directory has been issued 
Annually for thirty-six years, and was the first effort ever 
made to ascertain and proclaim newspaper circulations. 


1904 EDITION READY FOR DELIVERY. 


Subscription Price Ten Dollars—Net Cash. 


Checks may be made payable to 


CHAS. J. ZINGG, Business Manager, J0 Spruce St., New York 
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